The Saudi consumers have embraced the digital technologies. The 
penetration of the internet, smartphone, and social media platforms or 
applications are on a continuous rise year over year. The integration of the 
digital tools into all facets of the country's life is on the rise. Consequently, 
many organizations in the private and public sectors try to respond back to 
this phenomenon by entering the digital world to co-op with the trend. 
The Saudi consumers are the ones who lead the country's digitization 
charge. However, still, the public and private sectors have not fully 
embraced the digital opportunity yet. Most of the Saudi consumers are 
millennials, and around (50%) of the population is youth. This generation is 
characterized by the heavy use of the mobile devices and the social media 
networks. They are the trendsetters in the society, and they have high 
spending power. Therefore, all the successful brands target the millennial 
consumers and turning them into their brands' ambassadors. Therefore, it 
is important to understand how this generation is connected, what does it 
connect to, how its lifestyle and behavior have changed, and how brands 
can connect to this generation. 
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The Kingdom of Social Arabia - Gearing Up for the Digital Media and 
Inbound Marketing 

The Kingdom of Saudi Arabia (KS A) has been going through a variety of cultural and social 
transformations over the past fifteen years. For instance, there has been a relaxation in some 
religious laws such as allowing females to work, there is a push for more women rights on 
the political and social fronts, and the full feminization of some retail sectors such as 
cosmetics and feminine underwear. Moreover, there is an increase in the popularity and 
acceptance of the United States (USA) compared to the beginning of the 2000s post the 
Iraq invasion by USA. The KSA has created the ‘General Authority for Entertainment’ 
which is concerned only with organizing the social and entertainment events in KSA. The 
government applied stricter labor laws to push more females into the workforce, women 
have been granted the right to vote and they are now members of the Shura Council. Last 
but not least, the huge expansion of the internet access and social media usage in KSA. 

These changes stimulate a logic question: What are the reasons for this transformation? 

Are these changes the results of the wide use of the social media by the Saudi youth 
population (around half of the population are under 30 years old)? Could these changes be 
linked to the King Abdullah Scholarship Program (KASP) which has offered a record 
number of Saudi students for education to the United States and other western countries? 
Are these changes the results of the first-to-open co-educational university of King 
Abdullah? Are these changes targeting to relax the public tension about the high 
unemployment rate among Saudi citizens? In fact, there does not appear to be one overlying 
cause to these changes. The cause to these changes is a combination of factors that are 
taking place simultaneously. However, the sure thing is that there is a huge cultural, 
political, and social shifts that are taking place; these changes are affecting the citizens’ 
habits and attitudes. 

However, in this study, the focus is on one element that plays a considerable role in driving 
these changes; which is the fast expansion of using the digital media and the proliferation 
of the social media. The Saudis are some of the most active social media users in the Arab 
world. For instance, the KSA has more Twitter users than any other country in the region 
(over 500,000 active users) and more than (4 million) accounts on Facebook, second only 
to Egypt. The social media is a window that gives the young Saudis a way to self-express, 
to discuss taboos restricted in the open face-to-face discussions, and females took to social 
media to express their frustrations about the ban on driving and other social problems. The 
social media represents a wide window for the Saudis to say, share, express, and discuss 
what they feel they want to talk about; instead of the strictly controlled traditional media. 
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Abstract 


It is a matter of the fact that the world is living in the digital era. In the digital era, the digital 
marketing and the social media have a significant impact on transforming people’s lifestyle, 
changing the way consumers behave, the way governments provide their services, and 
companies do their business. The social media platforms such as the Facebook, Twitter, 
Linkedln, and other digital media platfonns provide a vast source of information and an 
opportunity to be socially active. The reviews and the feedback posted on social media have 
a great impact on the shopping behavior of the consumers. The social media is an 
economical and convenient source of infonnation for any individual who is shopping online 
or just searching for products. The chat mediums have provided platforms like the 
traditional word-of-mouth (WOM) marketing. Marketers use this media for informing the 
consumers about the new products, creating brand awareness, or retargeting the lost 
consumers; which is possible due to the advent technology and being able to easily get the 
personal data of the consumers from the service provider. 

Therefore, it is a must for all the stakeholders to adapt to the new reality. Despite the fast 
evolution of the technology and the continuous increase in demand and supply, the 
specialists suggest that the companies should mfi ignore the traditional media tools. The 
companies should try to blend the digital marketing with the traditional marketing to 
achieve their goals, increase brand awareness and customer retention. The longevity is the 
main reason why consumers are accustomed to the traditional marketing (outbound 
marketing) where the companies use anything except the digital means to communicate 
their products. The outbound marketing tools buy the consumer attention instead of trying 
to be part of their day-to-day life, and they reach the local audience even though they are 
not limited to one customer at a time. On the other hand, the fundamental concept of the 
digital marketing is based on the ‘inbound marketing’ approach or what is called the 
‘customer centric approach’, which is different from the ‘product centric approach’. The 
inbound marketing (digital marketing) refers to the marketing activities that attract the 
audience to the brand’s digital media content, earn the consumers’ attention, make the brand 
easy to be found, and connect the product to the consumer’s lifestyle and aspirations. The 
key success factors of the inbound marketing are the ‘content relevancy’, i.e., whether the 
content of the communication is relevant to the consumer’s lifestyle or not. The second 
factor is whether the brand’s digital marketing strategy is part of the whole organization 
strategy or not (Todor, 2016). 

There is enough evidence that the return on investment (ROI) for the online media is better 
than that of the TV because it is much more measurable, and marketers can react swiftly 
when needed. Hence, if the marketing activities are not working as planned, a dashboard of 
data could be used to make adjustments during the campaign. In the past, it used to take 
days to pipe out a commercial to the TV and weeks to read the results and marketers did 
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not have the ability to change what is not working, but now, it is feasible to do so (Blowers, 
2012 ). 

However, the problem with the digital media is that the brands are communicated in so 
many different ways. Instead of one message to a million consumers (traditional media), 
the model now is a million messages to one consumer. Therefore, the digital 
communication is now the definition of the brand’s promise. The brand’s presentation is 
increasingly disparate; however, as long as the message conveyed through the digital 
communications such as the mobile phones is consistent with the brand’s promise, then it 
is acceptable for it to feel and look different and hence appeals to a different audience 
(Howell, 2008). 


The E-commerce is vital for all the businesses to remain competitive in the digital era, and 
it is a good indicator of the economic growth of any country. The growth of the E-commerce 
market in KSA is not consistent with the growth of the digital media market and the mobile 
devices ownership and usage. Also, the growth is not in line with the growth of the E- 
commerce market of the neighboring countries such as the United Arab Emirates (UAE). 


On the digital media front, the researches that address the transformation in the Saudi 
consumers’ lifestyle and the changing consumer behavior ^tlue to the proliferation of the 
digital media - are rather limited. Also, little is known about the evolution of the E- 
commerce in KSA. Therefore, this study aims to understand the internet penetration and 
usage in KSA, the social media usage, and tire impact of the digital expansion on the 
consumers’ lifestyle and purchase behavior. This study highlights the effects of the social 
media and the mobile usage on the progress of the E-commerce in KSA. 


The study addresses three main points 


1 - What is the impact of the digitization on the Saudi consumers’ lifestyle and behavior? 

2- To what extent the private and public sectors in KSA are adapting to the fast-growing 
trend of the digital consumption? 

3- What are the key concepts and ideas that the organizations (public and private) 
should consider to succeed in its product or service communication in the digital 
media? 


Key words: Social media, digital media, inbound marketing, the Kingdom of Saudi Arabia, 
the Millennial generation, internet penetration, mobile-devices penetration. 
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Introduction 


The aim of this study is to present an overview of the digitization phenomenon in KSA 
considering the users, and the private and public sectors. The objective is to highlight the 
impact of the digital media on the Saudi consumers’ lifestyle and purchase behavior. 

Today’s Saudi consumers have embraced the digital technologies. The penetration of the 
internet, smartphone, and social media platforms or applications are on a continuous rise 
year over year. The integration of the digital tools into all facets of the country’s life is on 
the rise. Consequently, many organizations in the private and public sectors try to respond 
back to this phenomenon by entering the digital world to co-op with the trend. The Saudi 
consumers are the ones who lead the country’s digitization charge. On the other hand, still, 
the public and private sectors have not fully embraced the digital opportunity yet. As 
measured by the ‘digital consumer adoption’, the United Arab Emirates (UAE), Qatar, and 
Bahrain are among the top countries in the world with more than (100%) smartphone 
penetration and more than (70%) social media adoption - even higher than the United States 
(USA) (McKinsey, 2016). 

Despite the ambitious governments’ aspirations to go digital, only (6%) of the Middle 
Eastern population lives under a digitized government. Hence, the Middle Eastern countries 
lag far behind some of the benchmark countries such as Norway, Singapore, South Korea 
and Sweden. Some Middle Eastern governments, including those of the UAE and Bahrain, 
have begun the implementation of core digitization initiatives, and the UAE leads in the 
digital adoption and matches the index’s digital frontier on several metrics. The KSA also 
has big ambitions and has made considerable progress. However, in its effort to promote 
the innovation and push the public sector’s adoption of the digital to the next level, the KSA 
is facing some implementation challenges such as the lack of the governance structure to 
achieve its objectives (McKinsey, 2016). 

The private sector has created what is called the ‘participatory economy’. The social media 
solutions help to gain valuable content that is based on consumer insights, and it opens the 
door for the innovative ideas driven by the consumer feedback and participation. The social 
media builds the foundation of the participatory economy where participants gain use-value 
as the result of community action. People collaborate on social media, and in return, the 
action of these individuals produces something new, and sometimes unexpected results. 
The result may be a profitable business and hence new income sources for companies and 
even for the individuals. This gain-gain economic relationship has an impact on the social 
relations and the well-being of the individuals. 

However, the participatory economy is not just whatever the economy internet-based 
businesses make possible. The participatory economy could be the economy that 
participants create because they want to fulfill various internal motives. The individuals 
might participate for reasons that have to do with their personal interests and sometimes to 
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get the incentives that the company is offering through its digital tool (Lietsala and 
Sirkkunen, 2008). 

In KSA, this phenomenon is evident as many companies are now using the social media 
influencers and public figures to promote and endorse their brands and influence the 
consumer purchase decision. In return, those influencers receive different types of 
incentives from the companies. The brands on the social media share their contents and 
give the opportunity to the participants or followers to express their views about the brand 
in the form of product reviews of the brand’s website or comments on various social 
platforms such as Instagram, Facebook, and Pinterest. As a result, the digital and social 
media have prompted consumers to elevate what they expect from the brands and have 
refrained an optimal brand experience. The brands not only must be available to the 
consumers when and how they want them, but also must embrace the conversations about 
themselves and the competitors and help the consumers navigate complex information. 
Consequently, this consumer empowerment can be intimidating for some brands, and it can 
be tempting to discourage free-flowing dialogue to not risk a damage to the brands. 


Background 

Most of the Saudi consumers are millennial, and around (50%) of the population is youth. 
The millennial generation is characterized by the heavy use of the mobile devices (average 
4.3 devices owned per person versus 3.6 devices global average) and the heavy use of the 
social media networks (94% reach versus 79% global average). The millennial consumer 
segment is joining the KSA workforce now, and they represent a considerable commercial 
driver to be taken into consideration. They are the trendsetters in the society, and they have 
high spending power. Most of the millennial’s disposable income is directed towards the 
entertainment and shopping activities. Therefore, all the successful brands target the 
millennial consumers and turning them into their brands’ ambassadors. 

The significant growth of the digital media consumption in KSA is driven by the millennial 
generation. Therefore, it is important to understand how this generation is connected, what 
does it connect to, and how brands can connect to this generation. The heavy usage of the 
digital media has impacted the consumer’s behavior and lifestyle in general. The millennial 
generation is now seeking for more connection with the virtual world, healthier lifestyle, 
more convenience, more excitement, more self-gratification^and more self-expression. 
Therefore, it is important to explore who are the Saudi millennial, their digital consumption 
habits, how they express themselves, and what are the key trends that define their attitudes 
and behavior. Moreover, it is important to understand how, and to what extent the private 
and public sectors in KSA have responded back totfhis growing digital trend in the Saudi 
society. 

Research objective 

The research objective is to understand the penetration of the digital and social media in 
KSA, how they have impacted the Saudi consumer behavior and life style, and finally, how 
the private and public sectors have responded to this digital evolution in KSA. This study 
is helpful as it identifies the key new trends that shape the Saudi consumers’ lifestyle and 
it indicates a direction on some approaches that the companies, and the public and private 
sectors can adapt to align their strategic goals with the needs of the Saudi millennial 
generation. 

Research questions 

The questions that this study attempts to answer 

1 - What is the impact of the digitization on the Saudi consumers’ lifestyle and behavior? 

2- To what extent the private and public sectors in KSA are adapting to the fast-growing 
trend of the digital consumption? 

3- What are the key concepts and ideas that the organizations (public and private) 
should consider to succeed in its product or service communication in the digital 
media? 
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CHAPTER II 

Literature Review 

V A 


Overview of the digital media worldwide 

The digital is not a passing trend; it is a revolution that is happening right now and picking 
up speed every minute. In the world, and the Middle East in specific, the digital 
technologies are disrupting every aspect of the business, government, and people’s lives. 

The multitude of the connected devices gives rise to the escalating growth of data and data 
traffic. According to the International Data Corporation (IDC), the amount of data 
transmitted worldwide surpassed one zettabyte for the first time in 2010. The digital 
universe is now expected to double every two years. The growing numbers of connected 
devices have also widened the gateway to online social networks. Facebook boasts more 
than three billion active users in 2017, while Google Plus surpassed (40) million users in 
less than six months of its launch (it took Facebook three years to reach the 25 million 
users). There are some other factors identified such as the growth of the high-speed 
broadband penetration, the expansion of the digital screen surface area and resolution, the 
proliferation of the networked-enabled devices, and the increase in power and speed of 
computer devices. All those factors have also contributed to the world’s hyper-connected 
state. As a result, the world is witnessing fundamental transformations in the society. The 
hyper-connectivity is redefining the relationships between the individuals, consumers and 
enterprises, and citizens and the state. The digital world is introducing new opportunities to 
increase the productivity and the well-being by redefining the way business is done, 
generating new products and services, and improving the way public services are delivered. 
However, the hyper-connectivity can also create challenges and risks regarding the security, 
cyber-crime, privacy, the flow of personal data, individual rights, and access to infonnation. 

The traditional organizations and the industry infrastructures are also facing challenges as 
the industries converge. This will inevitably have consequences for the policy and 
regulation because regulators will have to mediate the blurring lines between sectors and 
industries and will be obligated to oversee more facets in a pervasive way. For example, 
regarding the security and surveillance, the hyper-connectivity is transforming the way 
people, objects, and even animals are being monitored. The experts predict that the hyper¬ 
connectivity will have an impact on the inventory, transport and fleet management, wireless 
payments, and navigation tools. The impact of the Information and Communication 
Technology (ICT) in different facets of life and work is growing (The global infonnation 
technology report, 2012). 

On the political front, the case of the Arab spring in Egypt, Tunisia, Libya, and Syria, as 
well as Ukraine in Europe demonstrate that, under certain circumstances, the social media 
is a vehicle that could shape the State-Society relationship. The online activists can affect 
the politics in regimes where there is no thriving independent media sector. The activists’ 
websites can become an alternative source of news and commentary in countries where 
traditional media are under state-control. The blogs are more difficult to control than the 
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television and newspapers, especially under the regimes that are tolerant to some degree of 
the free expression. Faced with various domestic obstacles, the bloggers in these countries 
try to influence the foreign media, with knock-on effects at home. The activists who are 
unable to change the conditions in their home countries can leverage their power by taking 
their case to transnational networks of advocates, who in turn publicize abuses and lobby 
their governments. This phenomenon is called the ‘boomerang effect,’ since repression at 
the home country can lead to an international pressure against the regime from abroad. 
Blogs can potentially facilitate the formation of such transnational networks. In fact, the 
social media lowers the cost of networked communication; therefore, the civil society 
groups and the activists are better able to mobilize their actions to influence their 
governments. However, some other repressive states are able to control the social media 
more effectively. These countries apply some technological measures that include the 
creation of firewalls and proxy servers, routers, and software filters to block the content 
that is labeled as undesirable. Also, some other repressive states apply non-technological 
measures that include the imprisonment, the active policing, the high taxation on the 
internet services, and pressuring the internet service providers. 

The International Telegraph Union (ITU) and the World Telecommunication reported that 
between the years 2005 and 2015, the internet penetration grew by (7) fold from (6.5% to 
43%), and the largest growth happened in the last couple of years. 

Exhibitl. The internet penetration per 100 inhabitants 


Internet access 

2005 

2006 

2007 

2008 

Developed 

countries 

44.7 

48.2 

53.4 

57.7 

Developing 

countries 

8.1 

9.6 

11.2 

12.3 [ 

The world 

18.4 

20.5 

23 

24.8 


Per 100 inhabitants 


13.6 


16.4 20.5 


24.2 


29.9 33.6 37.1 41.2 


78.6 81.3 


28.6 31.5 


43.9 


34.1 


Source: International Telegraph Union, 2015 


The internet penetration per (100) inhabitants is rapidly growing and catching up in the 
developing countries while experiencing a slow growth in the developed countries. 
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Mapping the digital scene around the world 

The Fletcher School at Tufts University and MasterCard collaborated to create what is 
called the ‘Digital Evolution Index’ (DEI) and analyzed the state and rate of the digital 
evolution across (60) countries. The digital evolution is the outcome of the interplay among 
four drivers, with about (170) indicators across them. 


Exhibit2 is the result of three questions 

1- What are the patterns of digital evolution around the world, what factors explain 
these patterns, and how do they vary across regions? 

2- Which countries are the most digitally competitive? Which players are the main 
drivers of competitiveness: the private or public sector? 

3- How do countries accelerate their digital momentum? 


The countries on the chart (Exhibit2) fall into four zones: Stand-out, Stall-out, Break-out, 
and Watch-out. Some countries are at the border of multiple zones. 


Exhibit2. The digital evolution 


'S'v 


Plotting the Digital Evolution Index, 2017 

Where the digital economy is moving the fastest, and where it’s in trouble. 
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• Stand-out countries: They are highly digitally advanced and show high momentum of 
evolution. They drive the innovation and build on their existing advantages efficiently 
and effectively. 

However, their challenge is to sustain a consistent high momentum over time because 
innovation-led expansions are often a lumpy phenomenon. These countries need to keep 
their innovation engines at top speed to stay ahead and generate new demand; otherwise, 
they would risk falling in the stalling-out state. 


• Break-out countries: They are low-scoring in their current state of digitization but are 
evolving rapidly. The high momentum and the significant room for growth make them 
highly attractive to investors. 


However, these countries are held back by the relatively weak infrastructure and poor 
institutional quality. Therefore, if they want to move on to the stand-out zone, they would 
need to foster better institutions that can help nurture and sustain the innovation. 


The Kingdom of Saudi Arabia falls in the zone between stand-out and break-out. The 
current state of digitization is still low, but the kingdom is evolving rapidly which makes 
the country an attractive place for investment. 

• Stall-out countries: They enjoy a high-state of digital advancement; however, with a 
slow momentum. The countries in f^s zone are facing challenges for sustaining the 
growth. A* 

These countries need some efforts to reinvent themselves to move on, to move past these 
digital plateaus. They need to eliminate impediments to innovation. They can capitalize on 
their digital maturity, scale, and network effects to reinvent themselves and grow. They 
need to look to the stand-out countries for best practices in sustaining innovation-led growth 
(Harvard Business Review, 2017). 


• Watch-out countries: They face significant challenges with their low state of 
digitization and low momentum. In some cases, these countries are moving backward 
in their pace of digitization. They have severe infrastructural gaps, institutional 
constraints, and low sophistication of consumer demand. 

These countries may need to improve the internet access to catch up with the momentum 
by closing the mobile internet gap, i.e., the difference between the number of mobile phones 
without internet access and the number of mobile phones with internet access. 

The Middle East region is heavily invested in the digital age - particularly among 
consumers. In the United Arab Emirates (UAE), around (70 %+) of the population are 
carrying a supercomputer, placing the country in the top ranks of global smartphone 
penetration. The social media usage is also widespread, the Middle East and North Africa 
(MENA) region is ranked second in the world by the number of daily YouTube videos 
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views at more than (310) million. The MENA region is the fastest-growing consumer of 
the videos on Facebook. The consumption per head-of-Facebook embedded videos is twice 
the global average. 


Exhibit3. Consumers are leading the digital age, businesses lagging behind 


SME’s with an online presence* 1 

15% 





Individuals participating in social media 






Social media users who use Arabic 
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A 

* 1 Saudi Arabia only .. 

*2 Google Consumer Barometer 2015 for the Umted Arab Emirates and Saudi Arabia only. 


*3 Middle East, North Africa, and Levant. Based on Arab Social Media Report 2015. 

Source: Networked Readiness Index 2015, World Economic Forum; 2016 Digital Yearbook; Digital Adoption 
Index; World Bank; The Connected Consumer Survey 2015. sCT 

However, on the business side, the adoption of the digital technologies is lower than the 
consumer side. A recent survey revealed that just (18 %) of the small and midsize 
enterprises (SMEs) in the UAE, (15%) in KSA and a mere (7%) in Egypt have an online 
presence. However, more and more consumers, channels, and internal processes and 
activities are getting digitized. By 2019, the projections estimate that the Middle East and 
Africa will have the world’s highest cloud traffic growth rate, at (41%) (McKinsey, 2016). 


By 2020, the projections suggest that there will be around (2 zettabytes) of data in the 
Middle East. This massive increase in digital comes with similarly sized opportunities; 
however, the Middle East is not advancing quickly enough to capture anywhere close to the 
full potential of the digital. Despite the high smartphone penetration in the UAE, Bahrain, 
KSA, and Qatar, the region’s overall smartphone adoption rate is low. This overall low 
penetration is particularly because of the low penetration in several other Middle Eastern 
countries. The current smartphone adoption rate of the bottom two-thirds of the Middle 
East population is just (20%). For the sake of comparison to the Middle East, among those 
in the USA who earn less than ($30,000) per year (the lowest quartile income segment), 
around (50%) have a smartphone. However, the experts still are optimistic as the 
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projections estimate that by 2020 the region will reach (60%) overall smartphone adoption, 
in line with the rest of the world. 

Furthermore, the Middle East has only small and fragmented information technology (IT) 
players. The top publicly traded IT players in the Middle East do not rank in the top (600) 
companies globally by revenue. However, the scale is one of the biggest success factors in 
the digital business. Looking to the next generation of IT players, the Middle East’s start¬ 
up corps (excluding SMEs) is slim. Taking the number of start-ups registered at 
‘AngelList21’ as an indicator, just one start-up is established each day in the Middle East, 
compared to more than (60%) per day in the USA. Even when it is adjusted for the 
differences in population size, the difference is (1) to (30) (McKinsey, 2016). 


The digital and social media 

The technological advancements continue to evolve, and the consumer use and purchase 
behavior also change in response to the emergence of new tools such as social media. The 
rapid spread and the growing popularity of social media such as online social networking 
sites (SNS) have been accompanied by rapid changes in the consumer behavior. Popkin 
(2012) indicates that people spend approximately (6.5 hours) per day on the social media 
to socialize, share, and communicate to members of their social network. Such a 
phenomenon is more pronounced for the members of the ‘Generation Z and Generation Y’ 
who are bom and living in the digital era, than other generations. 

The marketers have shifted their focus toward engaging the consumers in the development 
of their marketing mix through social media platforms, such as Twitter and Facebook. 
Therefore, finding the important factors that drive the consumer use and purchase behavior 
in this environment is of practical and academic importance. The use behavior contributes 
to the fundamental user base, whereas the purchase behavior generates revenue for 
companies. Therefore, it is important for the companies to find the common factors that 
influence both behaviors (use and purchase) that would): help increase marketing 
effectiveness. One of these impactful factors is the ‘social identity’ factor. The social media 
emerges and then significantly spreads because of its social networking ability, which 
satisfies the need of users to maintain their social identity. In a recent study, approximately 
(61%) of the respondents check their social media accounts to see whether their posts are 
getting likes, (36%) of the respondents to check if they are left out by friends, and (21%) 
of the respondents to check if their friends say negative things about them (Hadad, 2015). 

The KSA has one of the most active social media markets in the world. The country 
accounts for (40%) of Twitter users in the Arab region; they are tweeting more than (210) 
million tweets per month. For many young Saudis, life is all about their digital applications. 
The explosion of the digital communication in KSA is seen as revolutionary because it is 
taking place in one of the world’s most tradition-bound places. The strict application - by 
authorities - to the culture laws, the Koran teachings and the social codes restrict many 
aspects of their lives. Therefore, the young generation in KSA is increasingly relying on 
the social media to express themselves, make money, and sometimes meet potential 
spouses. The movie theaters are banned, so YouTube, internet streaming, and Netflix have 
provided an escape from the censorship and a way to see what’s going on beyond the 
country’s borders. 

The KSA has the ideal conditions for a social media boom. The country has a fast internet, 
high disposable income, and a young generation that constitutes half of the population (half 
of the Saudis are under the age of 30). For now, some of the biggest changes brought by 
the technology have been in how young Saudis find a spouse, the creation of opportunities 
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for young Saudis entrepreneurs, the boom in the social media local public figures and 
influences, and the taboo offline topics are now heavily talked about on social media. 

However, the technology has not brought in full the Western-style liberalization, as still 
many young Saudis remain committed to and proud of their culture. The religious 
conservatives use social media as adeptly as liberals. Therefore, this study presents the 
digital media scene in KSA, the social media lifestyle of the Saudi consumer and it 
highlights the extent to which the social and digital media are transforming the Saudi 
consumer lifestyle and changing the consumer behavior. The captive audience glued to the 
mandatory commercials aired on TV or radio during their preferred movie or program, are 
long gone. Today’s audience dodges the advertisements whenever they want, watching 
streaming videos, plunging themselves into the online content, and became more removed 
from the traditional media. Consequently, marketers are more desperate to connect to these 
elusive, anti-traditional media, and increasingly ad-resistant Saudi consumers. 

The digital media market or the digital content (e.g. music, publishing, news) has evolved 
over the past few years, as many new players (e.g. internet services and digital service 
providers) enter the space of the traditional players,. With the media industry becoming 
increasingly digital and with the rapid technological innovations, the proper selection of the 
digital media plays a key role in judging a media performance. The content of the 
communication in the digital media and ihb-cxtcnt to which this content is presenting the 
daily life of the consumers are the key®ctors that determine the success of the product or 
service’s digital marketing strategy. These factors pose a challenge for the organization in 
charge of the content information, and for the organization providing or designing the 
information dissipation services or products. The content marketing is about promoting the 
brand’s strategy and the company’s mission by offering educational, free, and valuable 
content in the online space (Flood, 2016). 

The social media is a term used to describe the web services that receive most of the content 
from their users or that gather the content from other sites as feeds. In the social media, 
anyone can become a producer. In the social media, the core is about ‘one to few’ or ‘one 
to many’ types of communication practices. Back in the 1970s, the concept of self-service 
was created in the supermarkets and gas stations. Today, the active participants of the online 
communities enabled the creation of self-made media. 

The content in the social media has its own audience as the traditional media, but the biggest 
difference is that people in the social media enjoy sharing the content they have produced 
themselves, or sometimes copied from others. The content in the social media is categorized 
into three types. 
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- User-driven content (UDC): The users bring the content from different sources and 
share it on another location. 

- User-generated content (UGC): The users share the content they generate. 

- User-created content (UCC): The users share the content that they have created 
themselves. 

The UGC and the UCC are different from the UDC in the fact that the user-driven content 
indicates precisely that not all the content shared is created by the user, but just copied from 
other sources to another location. 

The social networking is one of the typical features provided by the social media in addition 
to the content aspect. Therefore, the term social network refers to the online presentations 
where individuals’ connections are made visible. The visibility of the network is possible 
by showing the personal profiles linked together through the content or the metadata that 
the participants share, through the actual or imagined relationships individuals have added 
to the site they use. 

The social media tool provides the marketers with tremendous opportunities to understand 
the individuals at scale, and to mine the human behavioral patterns otherwise impossible. 
Unfortunately, the social media data is different from the traditional data that everybody is 
familiar with in data mining. Apart from its enonnous size, the user-generated data is noisy 
and unstructured due to the abundant social relations such as friendships, followers, and 
followees. Understanding the organization’s digital impact requires analyzing multiple sets 
of analytics from a variety of sources. The measuring tools for the digital marketing fall 
into one of these groups: usage, influence, and engagement. The ‘engagement’ measures 
the ‘actual interactions’ of the users with the communication content. It is real, it is a 
dialogue with the consumer, and it is the most powerful digital measurement of them all. 
The social media is very much a word-of-mouth, therefore the ‘engagement’ and the 
‘advocacy’ are key measurements. How much time do the consumers spend with the brand 
in the online space? (Blowers, 2012). 

There are only a few countries in the world that have gone through economic, cultural, and 
social transitions as dramatic as the KSA. During the 1960’s, the KSA was a predominantly 
a nomadic culture. However, now around (95%) of the population is settled down, and 
around (80%) of them are living in urban areas. Consequently, the Saudi lifestyle has also 
changed, mainly regarding the technology and the communication. In this evolved KSA, 
the social media has become a major force that is driving the transformation in the society 
lifestyle and the consumer behavior changes. 
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CHAPTER III 

.A 

Research Methodology 


The study’s main proposition suggests that the expansion of the social media is one of the 
key factors that are impacting the transformation of the consumers’ lifestyle and purchase 
behavior in Saudi Arabia. 


This study is presented in the form of a structured analysis to manifest the growing 
importance of the social media. The information and the analysis presented in the study are 
informed by literature review, as well as the data collected and organized using the 
secondary research technique (desk research). However, all the information presented is 
collected from various studies that are based on the quantitative research approach. 
Diversified sources are used to portray the KSA digital media scene and highlight the 
transformations in the consumer behavior impacted by the wide use of the digital media. 
The sources used in the study include the official data published by banks, academic journal 
articles, academic reviews, KSA official statistics by the government, published data by 
global market research agencies, and global organizations such as the World Health 
Organization (WHO). 


The central question that this study aims to answer 

What are the transformations that are taking place regarding tb[b Saudi consumers’ lifestyle 
and purchase behavior due to the patterns of heavy usage-regarding the digital media? 

cXs 

The study analyses the digitization phenomenon in KSA. The purpose is to assess the 
current consumer behavior resulting in the expansion of the internet usage, smartphones, 
and digital applications; and gauge the potential value that the continued adoption of digital 
could generate, and the recommendations for how the organizations can address the gaps 
and pursue the opportunities. 

Few of the information sources used in this study include 
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Exhibit4.The KSA population breakdown 
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Source: Central department of statistics & information - Saudi Arabia 2016. 

The total Saudi population amounts to nearly (31) million, out of which (15.4%) are of the 
age (15-45), (8.7%) are of age (0-14), (6.3%) are of the age (46-64), and around (1%) are 
of the age (65+). Therefore, a significant chunk of the Saudi consumers pertains to the 
millennial generation. The millennials are those who are currently aged of (23 to 37) years 
old and they are the youngest generation in the workplace. 



The KSA has a young and gradually growing population that includes a labor force enough 


to satisfy the workforce demand for decades to come. Around (1.24) million employees in 


the government sector, out of which are (61%) Saudi males and (39%) Saudi females. In 
the private sector, there is a total of (10.35) million employees, out of which are (1.1) 
million Saudi males, (0.4) million Saudi females, (8.3) million non-Saudi males, and (0.2) 
million non-Saudi females (Saudi Arabia Monetary Authority, 2015). 
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Exhibit5. The definition of generations 
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The generations are defined by age, period, and cohort. The ‘age’ is the age of an individual 
at which life events and transitions take place. The ‘period’ is what happens within an 
individual’s lifetime. A ‘cohort’ is a group of individuals who have shared experiences and 
events in their formative years that could lead to similar attitudes and behaviors for the rest 


of their lives. The social scientists suggest that there are four main generations (DeVaney, 
2015). 


1- The silent generation: The early events in their lives were the Great Depression and 
the World War II. 

2- The baby boomers: The early events in their lives were the economic prosperity and 
the growth of the suburban middle class. 

3- Generation X: The early events in their lives were the Vietnam War and the energy 
crisis. 

The baby boomers and generation X are called ‘digital immigrants’. They arrived 
online after having a considerable life offline. 

4- The millennial (generation Y): The early events in their lives were the 
globalization, the September 11 th , 2011 attacks on the US, and the internet age. They 
are hailed as ‘digital natives’. 
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Exhibit6. The definition of generations 
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Source: www.huffingtonpost.com and www.historv.com 
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5- Generation Z (after the 2000’s): They are kids and teens who are growing up in a 
highly sophisticated media and digital environments. They live in a world of 
continuous updates, and they process information faster than other generations. In 
the school, this generation does the research on their smartphone or tablet, and they 
take notes on a notepad. They are big on individuality and more entrepreneurial. They 
are more global in their thinking, interactions, and relatability than other generations. 


The Saudi millennial is the generation Y that is bom during the 1980’s and 2000’s. This 
segment is currently joining the KSA workforce; therefore, they are targeted by companies 
as they are considered the trendsetters and they have a considerable spending power. This 
generation is a technology savvy generation, heavy users of social networks, globalized, 
seek instant gratification, eco-friendly, high self-esteem, disruptive, and seek brands they 
can trust and give them a feel of globalization, belongingness, and self-confidence. 
Therefore, all the successful brands are tapping into the millennial consumers and turning 
them into their brands’ ambassadors. 
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Exhibit7. The penetration of mobile-devices 
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The KSA population is always connected. The smartphone is the highest penetrated device 
amongst all the ages, at an average above the global level regarding the devices owned. 


Around (95%) of the KSA population own mobile devices. It is a rate of (1.8) devices per 
person, which means for every (10) persons there are (18) mobile devices. A MasterCard 
report indicates that the KSA smartphone’s penetration is ranked the third highest in the 
world (Hijazi, 2014). 


A mobile device is any tool that allows the access to a global network beyond one specific 
access-gate. The common examples of mobile devices include cellular phones, smartphone, 
laptops, and tablet PCs (Kaplan, 2011). 
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Exhibit8. Millennial generation and mobile-devices penetration 
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Source: TNS Connected Life, 2016 
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The Saudi millennial is a cell-phone literate. Around (94%) of that generation own a 
smartphone, i.e., dominance over other mobile devices. These devices and gadgetry enable 
them to organize their lives away from home. This age cohort extensively adopts the usage 
of the mobile phones as a social accessory (Dlodlo and Mahlangu, 2013). 


Exhibits Digital consumption progression in KSA 

Saudi Arabia 2014 


Saudi Arabia 2015 
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The KSA population is a heavy digital media consumer. The number of people spending 
their time on devices, mainly smartphones, have increased by (9 percentage points) at the 
cost of other media tools like radio, TV, and newspapers. The average use of all the mobile 
devices to access the internet for each individual could go to an average of (7 to 10) hours 
online per day. The Saudi females spend more time online (7 hours on average) than Saudi 
males (6 hours on average) per day. The smartphone is the number one device to access the 
internet, followed distantly by the tablet PCs (Makki and Chang, 2015). 

For many young Saudis, life is all about communication and recreation over the smartphone 
applications. It is no surprise that mobile devices have been morphed into an ultimate 
recreational vehicle. The recreation involves any activity that is pursued during leisure time, 
either individually or collectively that is free, pleasurable, and has its own immediate 
appeal. It is the use of time for amusement, entertainment, participation, and creativity 
(Dlodlo and Mahlangu, 2013). 


ExhibitlO. Time spent on digital media by age bracket 



■ Radio ■ Newspaper/magazine ■TV ■ PC/laptop ■Tablet ■ Mobile 


Time spent on devices/media/activities 

Base: All who had a typical day - KSA (759) | 16-24 (220) | 25-34 (255) | 35 - 44 (157) | 45 - 54 (94) 

Source: TNS Connected Life, 2016 

The chart implicitly indicates that the mobile device usage is becoming more and more 
driven by habitual, compulsive, addictive behavior traits. The social scientists labeled the 
mobile device as the biggest non-drug addiction of the 21 s1 century (Dlodlo and Mahlangu, 
2013). The young Saudis are not much different; they are heavy digital media consumers. 
On average, around (7) hours per day are spent on the media with the smartphone, having 
the highest contribution; mainly for the younger generation (16-34) years old. 
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A similar pattern is observed in other countries like Taiwan and the USA, where (92%) of 
the people have used the social media recently, and the younger generation aged of (8-18) 
years spend on average more than (6.5) hours per day on screen media. These studies show 
that the social media has become an integral part of the lives of many people, both adults 
and children (Bennet, 2015; Robb, 2015). 

In the contemporary societies, the mobile devices enable the service providers to bring the 
convenient leisure experiences directly to places where the young people are located 
(Dlodlo and Mahlangu, 2013). 

Exhibitll. Traditional versus digital media consumption 

Share of time on the TV and the online videos 


Saudi Arabia 


Time on TV and 
videos (hrs/day) 

TV I Online video 1.4 | 1.4 


Share of rime 




Time spent on devices/media/activities 

Base: All who had a typical day - KSA (759) | 16-24 (220) | 25 - 34 (255) | 35 - 44 (157) | 45 - 54 (94) 


Source: TNS Connected Life, 2016 


The time spent on TV and online videos is split almost equally across all the age brackets. 
The KSA is ranked number one in the world for the number of daily viewed online videos 
with (90) million videos viewed on the YouTube. It is an average of (7) videos per day for 
each individual internet user (Makki and Chang, 2015). 
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Exhibitl2. TV viewership versus online videos 
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Source: TNS Connected Life, 2016 


The video is now ubiquitous on social media networks such as Vine and Snapchat that are 
grounded in video, and all of the existing social networks are focusing on their video 
features. Twitter launched video, Instagram has video, and Facebook is doing a big push to 
the video content. The video is so accessible; everyone is just using it as a de facto fonn of 
communication now. It is not just the longer-form video that has grabbed the internet users 
and even brands’ attention. Vine, the Twitter-owned home of 6-second videos, is riding the 
YouTube’s coattails. By the time Vine became popular, brands were smart to keep an eye 
out for popular Vine stars and work with them in the same way they did with the 
YouTubers. As a result, the advertisers have really jumped onto the Vine bandwagon 
(Springer, 2015). 
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Exhibitl3. The digital media consumption 
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There are four groups of the online consumers with different intentions and motivations. 
The socializing consumers, the entertainment consumers, the shopping consumers, and the 
information seeking consumers (Cotte et al., 2006). The social channels are at the top of 
the list. The majority of the Saudi consumers use the internet for social (Facebook, Twitter, 
Instagram) and communication (WhatsApp, Skype, LINE) activities. The shopping and the 
productivity come later on the list. The perceived level of enjoyment, excitement, and fun 
that is derived from the mobile devices is usually a key determinant of the mobile device 
actual usage for recreational pursuit (Dlodlo and Mahlangu, 2013). 

The social media is significantly expanding in KSA because it provides an open platfonn 
for a freer expression. However, out of caution, many Saudi users hide their identification 
details on their accounts (profiles), such as their full names, or their personal photos. 
However, the conversations on the social media still are more open than the traditional 
media, and people discuss the topics they might otherwise be careful or suspicious to bring 
up offline (Kiefer, 2015). 


Exhibitl4. Penetration of the leading social networks - 4th quarter 2016 



The YouTubers are now thinking differently than the early days of YouTube emergence. 
The thinking has shifted from ‘I want to do a video’ to ‘I want to create a community’. The 
younger generation thinks about building up their subscribers’ base and thinking 
strategically about the content they are creating. A 2014 study found that six of the top ten 
most influential figures among teens were YouTubers, with the video network sweeping 
the top five. Jennifer Lawrence came in seventh (Springer, 2015). 

The social networking sites (SNS) aim at the general population, while some may cater to 
a specific audience or purpose. For instance, Linkedln is the world’s largest professional 
network, and Facebook is the world’s largest leisure network. While the SNS has affected 
individuals’ lives, they have also captured the attention of organizations because they create 
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business opportunities for both the e-businesses and the traditional companies (Alarcon- 
del-Amo et al. 2014). 

In KSA, the social media is becoming popular year over year due to the low average age of 
the country’s population. However, according to the 2016 Freedom House Index regarding 
the internet freedom in the Middle East and North Africa, KSA received (72) index points 
as ‘not free’ status from the international organization. The KSA occupies the third place 
after Syria and Iran that have (87) index points. On the other hand, the KSA ranked number 
one in the world regarding the presence on Twitter with a growth rate of (3000%) from 
2011 to 2012 and still is growing. The growth rate is (10) times more, compared to the 
average global rate. In 2012 there was an average of (50) million tweets per month, and in 
2013 there was an average of (150) million tweets per month in the country (Makki and 
Chang, 2015). 

The usage of social media platforms as a leisure activity enables the Saudi consumers to 
represent the ‘self, i.e., the T through the personalized features in these applications, the 
games, and the other tension-reducing tools. However, the youth generation often complies 
with the mobile devices recreation because it is officially mandated for them to do so by 
their peers. These views suggest that their adoption behavior is largely shaped by the social 
influence and the peer group opinions (Dlodlo and Mahlangu, 2013). 

The emergence of social media platforms created the digital word-of-mouth (WOM) as it 
has become the place where people tend to express their thoughts and opinions. The eamed- 
media impressions on Facebook hhve the potential to reach the consumers and influence 
their behaviors. Therefore, the digital WOM is like the media impression in that it may 
activate the consumer at a different phase of the purchase funnel (Fulgoni and Lipsman, 
2015). 
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Exhibitl5. Online movies in KSA 
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Source: Business Insider, 2016 


Netflix was launched in KSA on the 6* 0f January 2016. The streaming media giant added 
more than (4.5 million) subscribers to its customers’ base from the international expansion 
during the 1 st quarter alone in 2016. The younger viewers watch four times as much video 
content - online - than older viewers. 


The KSA is Starz play’s largest Middle Eastern market, followed by the UAE. The average 
Saudi consumer spends (31) minutes with Starz play every single day. Almost (400,000 to 
500,000) daily visitors on average with weekends peaking at (900,000 to 1,000,000) visitors 
(Business Insider, 2016). 
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Millions 



The influence of the social networking sites (SNS) 

The heavy consumption of the digital media is gradually impacting the lifestyle of the Saudi 
consumers and their purchase decision-making behavior. This gradual transformation is 
reflected in the various aspects of the day-to-day life of individuals, as well as their purchase 
behavior. The young generation wants to be socially accepted by their peers more than their 
parents and family. They aspire to and try to imitate the social public figures and celebrities 
that they follow on the social media. They dress up, act, and behave in ways that are in 
many cases rejected by the society. 

Despite the benefits of the digital media, but it has several destructive impacts especially 
on the young generation. The teenagers are obsessed with losing weight; females want to 
look like super models and thin celebrities, so they engage in eating disorders which lead 
to severe health issues and sometimes even death. Moreover, there are lots of adolescents 
suffering from obesity because of the exposure to thousands of advertisements of junk food 
that push them to overeat and consequently to be obese. In addition to that, the excessive 
images of violence and the video games that use war as a form of entertainment make the 
young generation violent. Nevertheless, the teenagers are exposed to different sexual 
images that are not suitable to their age group, especially in the oriental society, and that is 
leading them to misunderstand the relationships between them. 

The trust in the SNS has a positive effect on the attitude towards these sites. The more 
consumers trust a website, the less effort they have to make to scrutinize the details of the 
site, the information provided, the reviews posted, or to assess the good-will of the 
merchant. On a trusted site, visitors will not spend time and cognitive effort browsing the 
website, and they will perceive it as being easy to use. The perceived risk towards the SNS 
has a negative effect on the intention to use them. The perceived ease of use of an online 
service is likely to affect the perceived risk. Therefore, the services that are perceived as 
complex can be considered risky. Hence, the complexity of an SNS reduces the intention 
to use it and decreases the perceived ease of use. Studies of interpersonal exchange 
situations confirm that trust is a precondition for self-disclosure, as it reduces the perceived 
risk involved in the interchange of private infonnation. 

In fact, the SNS has several more critical impacts on various aspects of the cultural 
dimension of the society. 

1- The power distance: The perception that the members of the society have about the 
unequal distribution of power and the extent to which it is accepted in the society. 

2- Individualism: The level at which the individuals of a society tend to see themselves as 
self-sufficient (individualists) as compared to a tendency to see themselves, above all, 
as part of a social group (collectivism). 
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3- Masculinity: The level at which values such as assertiveness, performance, success, and 
competitiveness prevail among people in culture over values such as kindness, quality 
of life, maintaining warm personal relationships, services, and caring for the weak. 

4- Uncertainty avoidance: the level at which the individuals in a given culture feel 
uncomfortable with uncertainty and ambiguity, i.e., people do not feel comfortable 
under certain environments and tend to avoid them. 

It is worth noting that these impacts increase in their intensity according to the intensity of 
use of the SNS, the time spent on the SNS, and the importance of the SNS to the user, and 
the motives of the user for using these SNS. To maintain a harmony in the group, the 
collectivist users tend to internalize an attitude towards something if that attitude has been 
accepted within the group. Therefore, the attitude has a greater effect on the intention to use 
the SNS in the collective cultures than in the individualist cultures. An individual in a more 
masculine, objective and success-oriented culture would be more likely to act based on his 
individually formed attitudes than in a more feminine culture, where the attitudes of others 
are more important (Alarcon-del-Amo et al., 2014). 

Surveys with the millennials indicate that the mobile devices have become a distraction tool 
towards their daily lives. Although many of them have admitted numerous efforts to cut 
back on the mobile devices usage, they failed. The millennial generation feels a strong urge 
to continuously use their devices any free minute that they get. On the other hand, such 
addictive behavior of using the mobile devic£©has led to the increased depression, 
restlessness, lack of control, low concentration in education classes, impulsive purchase 
behavior, and lying to parents and friends (Dlodlo and Mahlangu, 2013). 

r S~ 

Taboo topics that are muted offline are heavily talked about on the social media. The 
traditional media is tightly controlled in KSA. Therefore, the social media represents a 
source for freer self-expression, criticism to the society, and any other topic that might 
otherwise be prohibited to be brought offline. This online relative freedom has led to more 
push for the women’s rights, the increasing acceptance and the adaptation of the western 
culture and lifestyle in some life aspects, more acceptance to the female contribution to the 
society, regarding the work and the abroad education (Hubbard, 2015). 
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A-The digital is increasingly becoming a trusted source of information 


Exhibitl6. The Millennial and their source of trusted information 


In your opinion what is the most trusted source of news? 
■ 2010 ■ 2011 ■ 2012 ■ 2013 ■ 2014 



k kd 


Source: Burson-Marsteller, 2014 
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The level of trust in the social media as a source of information is increasing year over year 
at the cost of the other traditional channels such as the TV and newspapers. The high trust 
could be attributed to the fact that the millennial generation depends mainly on the social 
media and spend approximately (7) hours per day on different social media platforms 
(Wang, 2017). 


On the other hand, consumers look beyond what they are spoon-fed from companies’ 
websites, and they don’t believe that the TV commercials give enough of the infonnation 
needed to make a purchase decision. The survey results show that (92%) of the respondents 
have confidence in the infonnation they search online than what they are told by sales 
people (Smith, 2009). 
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B-A more health conscious society 

The KSA occupies the third position in the world after Malta and Swaziland regarding the 
obesity and the laziness (70%); triggering warnings from the Saudi health experts. The 
World Health Organization (WHO) and the International Diabetes Federation (IDF) 
indicate that the KSA has (70%) prevalence of overweight, (35%) prevalence of obesity 
versus (19%) for the region, and (20%) prevalence of diabetes. Around (4.6%) of total 
deaths in KSA is caused by diabetes mellitus, and it comes to the fifth cause of death, after 
heart disease, stroke, and road injury. The total expenditure on health as a percentage of the 
Gross Domestic Product (GDP) is around (4.7%). 


Exhibitl7. The world diabetes prevalence 2035 estimates 



Proportion ot deaths due to dubetes in people 
under 60 years ot 090, 2pl3 


50 % of deaths in 

the MENA region have 
been due to the 
prevalence of diabetes - 
International Diabetes 
Federation 


Diabetes afflicts nearly 

25 % of the Saudi 

population. An estimated 

500 million riyals a 

year are spent on diabetes 
treatment. Experts are 
calling for focus on fitness 
& nutrition. 


•xpoctod Inetai 


+205 

MILLION 

******** 
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Source: American Diabetes Association, 2016 

The Saudi health experts, the private sector, and the government focus on the fitness and 
nutrition education and programs. The Saudi Ministry of Health provides around (60%) of 
the healthcare services, the remaining is provided by other government bodies such as the 
National Guard, the Ministry of Interior, and the rapidly growing private sector (Saudi 
Medical Journal, 2015). 

The Saudi youth are increasingly concerned about their health and lifestyle. The awareness 
about the obesity and the diabetes is on the rise, and the Saudi youth are now afraid more 
than before about three major health issues, the obesity, diabetes, and cancer. Despite the 
readily available access to the health care facilities, a large number of diabetics are unaware 
of having diabetes. 
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Exhibitl8. Health is a major concern for Saudis 


Which of following health issues concern you the 
most? 



The young and adults aged of (19-32) who spend the most time on the social media are 
more than twice as likely to report eating concerns compared to peers who spend less time 
on the social media. This is mainly because people need a balanced guidance from credible 
experts, which is something they can easily find on the social media (Sidani et al., 2016). 
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C-Health and freshness are key shopping drivers 


Exhibitl9. Shopping drivers 



The trend is growing towards the fresh (76%) and healthy (8%) food. Nielsen (2015) 
identifies six segments of shoppers. The ‘tastefully healthy’ is the top driving factor. The 
posts about food on the social media inspire for smarter food choices. The colorful shots of 
the beautifully presented dishes motivate the consumers to pay attention, branch out and try 
something new; they play as the word-of-mouth for food. 

The people are more apt to try a recipe or a new food when they see a picture of it and have 
an expert or a friend that they trust who recommend trying it or explaining how to do it. 
Therefore, being exposed to healthy food on the social media makes the nutrition more 
prominent in the people’s lives (Vogel, 2016). It is no surprise that the juice is one of the 
fastest growing categories in 2015 and 2016. 
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Exhibit20. Juice consumption 


Current and Forecasted 100% Juice Consumption 

30 



2008 2013 2018 


■ Saudi Arabia ■United Arab Emirates 


i North America 

'V 


■Western Europe 


Source: www.iust-drinks.com .o N 

The trend is more towards the short shelf life juice brands at the expense of the juice drinks. 
However, still, the long shelf life also continues to grow. Most expanding flavors include 
passion fruit, kiwi, melon, and watermelon. 

The dairy brands position themselves as health promoters and target the well-being. The 
local brands like AlMarai, Nadec, and AlSafi position themselves as a chief contributor to 
the health and the well-being amongst the Saudi families. The perceived quality plays a 
greater role in the purchase decision and the brand loyalty for the fresh dairy product than 
in most of the other food categories in KSA. In KSA the dairy production is limited to the 
companies, and hence the Saudi consumers rely solely on the manufacturer messages and 
the cues to build the quality perceptions. There is a big shift from the ultra-heat-treatment 
(UHT) milk towards the fresh. The brands are going back to roots depicting naturalness 
through cows, fanns- cow is a character used by Al-Rawabi in UAE. 


The new emerging segments like vitamin D milk, lactose-free milk, soya Milk, almond 
milk, rice milk (imported from the USA and Australia). The great health and wellness, 
active life, success, happiness and enjoyment -adults, children, individuals, and families 
are the category communication code. The flavored milk - both fresh and UHT is an 
increasing trend. Some popular flavors in the market are strawberry, chocolate, mango, 
vanilla and date milk. The Saudi consumers love to have their Laban in the afternoon meal 
with Kabsa. The laban is gaining in lunch occasion at the expense of carbonated soft drinks. 
Pepsi is losing to the Laban and Juices as a category. The new emerging segments are the 
Ayran (Salted), the flavored (mango/ strawberry), the digestion (Activia, Vetal)- targeted 
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towards the females. The category is moving towards snacking- On the Go. With toppings, 
fresh fruits, nuts, and chocolates. The new segments emerging- Sour/ Sweet, Smaller 
SKU’s (100 Gm), flavors- Mango, Peach, and Strawberry. 


D-The Convenience concept prevails 

The consumers lead a busy life and their time becomes more limited over time. Therefore, 
the 'convenience’ is the key benefit of innovative products in KSA. All the goods and 
services position themselves to better help the consumers get an easier life. 


Exhibit21. Convenient food and retail solutions - Everything is at your 
fingertips 



Source: TNS Connected Life, 2016 
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The digital market is responding to the change 
Exhibit22. A ‘health and fitness’ lifestyle 


RESTAURANTS 


FITNESS ACTIVITIES 


There is a move towards healthier eating, and most 
companies begin introducing fresher options sui 
as grilled not fned 


HEALTH PRODUCTS 


A bevy of products geared towards 
taking care of health & healthy living 
became available. 


Source: TNS Connected Life, 2016 



Physical excursions are encouraged and various 
activities promoted which led to several gyms 
opening up, 


GOVERNMENT * 
COMPANIES 


Steps are taken to educate the public 
and awareness campaigns are used 
furthermore many companies opt for 
CSR opportunities by sponsonng such 
events 


A-The eating habits evolve 

The digital content of the major local and global restaurants is promoting the food that is 
healthy, has low calories, has less fat, and is greener. Most of the content is promoting 
various salad dishes as the main course, instead of the side dish, as it has always been the 
case in the traditional Saudi eating habits. 


Exhibit23. The healthy dishes and recipes are growing 


513 22.8k 193 




151 2703 76 



470 16.5k 208 



2139 597k 685 



Source: TNS Connected Life, 2016 
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The key to success in promoting the healthy food is not only about the colorful, appealing 
shots of the dishes, but it has more to do with how easy the dish could be made and how 
appetizing it looks to the users who are scanning their social feeds. The food dish might be 
nutritious and delicious, but if the photo which is shared is not appealing, it will be 
registered as just food on a plate. The people eat with their eyes first. While many social 
media users might start eating better as a result of seeing beautiful food shots, others go one 
step further, and they select eating the food that is worthy of being published on their own 
social feeds. The people want to choose the food that is more intricate, exciting and fancy 
so that they can share it on Instagram and get many likes on it. Also, the short videos about 
the food recipes are attractive because they use pictures and very few words to get their 
recipes across and make it easy for the user to try out a recipe in an easy-to-consume format. 
The most important part is that the message should remain very simple. 


Therefore, the photos are one way to spread the nutrition messages on the social media. 
However, many experts, restaurants, and companies rely on the videos, slide shows, and 
infographics because these media allow them to share a recipe or demonstrate clever food 
preparation hacks in short and easy-to-implement tutorials (Vogel, 2016). 


B- The fitness and sports activities prevail 

C-S' 

‘Fitness Time’ Saudi Arabia launched a series of gyms with different target segments in 
mind to cater to the health demands. 

Exhibit24. The fitness center is a growing trend 






-f *t , ///, nrl 
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Source: TNS Connected Life, 2016 
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A survey was conducted among (1064) Saudi males and females aged of (15 - 78 years old) 
to assess the physical activity among the Saudi adults. The physical activity is assessed 
using the official Arabic short form of the International Physical Activity Questionnaire 
(IPAQ). The IPAQ is an international project supported by the World Health Organization 
(WHO). 

The short form of the IPAQ that is used in this study has seven items providing the 
information on the time spent for walking, in vigorous- and moderate intensity physical 
activities and in sedentary (inactive) activity during the previous seven days. The IPAQ 
defines the moderate physical activities as those that produce a moderate increase in the 
respiration rate, heart rate and sweating for at least (10) minutes’ duration. This is 
equivalent to (3-6) metabolic equivalents (MET) based on the compendium of physical 
activity. The vigorous physical activities are defined as those producing vigorous increases 
in the respiration rate, heart rate and sweating for at least (10) minutes’ duration. The 
metabolic equivalent value is above (6) MET. In addition to the physical activity questions, 
the IPAQ includes some other questions on age, education years, employment and job 
hours. The participants are asked to refer to all the domains of the physical activity 
including occupational, transport, household, yard/garden and leisure/sports (Al-Hazzaa, 
2005). 

.Ct' 

Exhibit25. The physical activity profile of the Saudi adults 


Activity category 

ALL 

MALES 

FEMALES | 

Inactive 

40.6% 

43.7% 

34.3% 

Minimally active 

34.3% 

36.5% 

30.1% 

Active 

25.1% 

19.8% 

35.6% 


The minimally active adults meet any of the following criteria; participating in (3) or more 
days of vigorous-intensity activity for at least (20) minutes per day, or participating in (5) 
or more days of moderate-intensity activity or walking for at least (30) minutes per day, or 
participating in (5) or more days of any combination of walking, moderate-intensity or 
vigorous-intensity activities achieving a minimum of at least (600) MET-minute per week 
(MET % metabolic equivalent). 

The active adults meet either of the following criteria; vigorous-intensity activity on at least 
(3) days achieving at least (1500) MET-minute per week, or taking part in (7) or more days 
of any combination of walking, moderate-intensity or vigorous-intensity activities 
achieving a minimum of at least (3000) MET-minute per week. 

Based on the three activity categories established by IPAQ, around (40.6%) of Saudis are 
inactive, (34.3%) are minimally active and (25.1%) are physically active. The physical 
inactivity increased with advancing age. Therefore, nearly half of the Saudi adults are 
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sufficiently moderately active, based on (5) or more days per week of moderate walking 
activities for at least (30) minutes or more per day. 

A previous survey indicated that the ‘Inactivity’ in KSA is more than (43%), which means 
that, over time, more Saudi adults are engaging in the health and fitness activities, and the 
trend is still growing. 

Exhibit26. The profile of Saudi adults who are engaging in physical activities 



The findings of the study show that the proportion of the Saudi adults who are sufficiently 
vigorously active, based on (3) or more days of vigorous-intensity activity of at least (20) 


minutes per day, is (11.3%), i.e., (15.6% for males and 2.8% for females). Furthermore, the 
percentage of the Saudis who reported sufficient moderate and walking activities, based on 
(5) or more days of moderate-intensity activity and walking of at least (30) minutes per day, 
was (52.8%), i.e., (47.1% for males and-64..d% for females). 

<P 
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C-The government’s health campaigns 

The Ministry of Health has initiated an interactive service via mobile phones to keep the 
subscribers infonned about the updates in medicine, health, and disease prevention by 
receiving daily text messages (SMS). The service also provides a range of specialized 
courses that will help the beneficiaries to adapt to certain phases of their lives like 
pregnancy or living with chronic diseases such as diabetes. Service officials are working 
on providing a range of new and distinctive specialized courses based on the latest studies 
on the most prevalent diseases in KS A. The Saudi Ministry of Health has initiated various 
national campaigns including - among many other national health campaigns: Overweight 
and obesity, breast cancer awareness, tobacco advertising and promotion, drug addiction, 
and influenza vaccination. 

Exhibit27. The national campaign against obesity 


Encourage A 
Culture Of Walking 

Healthy Food 
Choices 


Daily Use 
Guidelines 

Low-calorie 
Customized Recipes 


• BMI Awareness 

• Tape Measure 

• Food Pyramid 

• Food Calorie Table 


• Weight 

Measurement Chart 

• Waist Measurement 




i-1 

| With the growing | 

j obesity numbers, j 

J the government | 

| decided to raise 
j awareness and offer j 
J educational material j 
j to the public to help | 
^ curtail this problem, j 



Source: Saudi Ministry of Health, 2016 


The Ministry of Health created a digital content portal on their website for educational 
purposes. The visitor can go through various tips and advices regarding multiple health 
topics such as first aid, child health, women’s health, addiction and drugs, health of the 
elderly, and food and nutrition. The portal does not only contain written material, but also 
contains videos and photos for more explanation and education on the complicated topics 
(Saudi Ministry of Health, 2016). 
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D-Entertainment and personal image are important 
Exhibit28. The spending behavior of Saudis 
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©8 
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Source: TNS the Wallet KSA, 2016 



This study covers the age of (30 - 43) which also includes the Saudi millennial generation. 
The Saudis’ greatest spend is on the household items, (41%) of their income, followed by 
the entertainment (13%) and image assurance activities (9%) such as fashion. 

Youth create and share content such as feedback, comments, or photos of accomplishments 
and social outings. These elements are one of the powerful ways to ensure continued 
engagement with social media that in turn, encourages outdoor recreation participation and 
visits to the new and natural areas. 
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Exhibit29. The entertainment places for Saudis 



Summer "Houses Internal Desert / Beach External 
(Estirahat) travel hangouts (Safari) Travel 

39% 32% 30% 21% 


Source: TNS Connected Life, 2016 

Exhibit30. Travel is part of the entertainment 



Source: Facebook and Alex 2015 

The ‘Facebook Activity’ shows that nearly (6,000,000) users have tagged posts travel- 
related posts. The World Tourism Organization (WTO) forecasts outbound tourism from 
the Middle East, projecting (35 million) middle-eastern tourists flying out to international 
destinations by 2020 and a spending of ($20 billion). The Gulf Council Cooperation 
Countries (GCC) represents around (60%) of this market. By 2020, the most important 
growth will come from the UAE, KSA, Kuwait, Egypt, and Lebanon. The Saudi vacations 
with families are typically (45) days long, with average spends of (SAR 35,751/- to SAR 
45,966). Around (8) out of (10) Saudi travelers are more inclined towards short-haul or 
‘round the comer’ trips to neighboring Middle Eastern countries. Saudis are the biggest 
spenders after Qataris. The top travel destinations for Saudis are Dubai, Turkey, Egypt, 
USA, UK, Malaysia, and Indonesia. 
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E-The emergence of e-commerce 

The e-commerce in KS A has tripled. The number of online buyers is rising. With the digital, 
consumers who post feedback and comments about a brand seem to be inclined to do so to 
say something about themselves; a behavior called ‘social signaling’. On the other hand, in 
the offline world, the individual’s emotional feelings about a brand are the driver to provide 
feedback to others about a brand. The social signaling behavior is an important factor that 
impacts and drives the consumer purchase behavior on the internet. 

The digital word-of-mouth (e-WOM), i.e., the online feedback and comments are 
influencing the consumer at different stages of the purchase funnel: the top of the funnel 
(brand awareness and recognition), the middle (brand consideration), and the bottom 
(purchase intent) (Fulgoni and Lipsman, 2015). 

The e-WOM on social media occurs within the context of a brief framework 


- Mass-broadcast vehicles. They function in much the same way like the Facebook and 
Twitter. They create events that stimulate the brand awareness at the top of the 
purchase funnel. 

- Social-commerce channels such as Pinterest and Instagram. They tend to engage the 
consumers of the mid-funnel when they may be at the point of active consideration. 

- Product-review sites. They engage the users at the bottom of the funnel, who are 
close to the point of purchasing the brand. 

Exhibit31. The KSA e-commerce still is in the developing phase 
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Saudi Arabia's e-commerce stage fails under "trust" (security concerns, lack of trust). 
Basket Size contains He-She Items (typically after marriage) 


Source: PAYFORT State of Payment 2014 
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The E- commerce growth rate in KSA is slower when compared to the Middle East and 
North Africa (MENA), and the UAE. Despite the fast growing economy, the rapid increase 
in the internet usage, and the strong purchasing power of Saudis, the overall market value 
of the MENA region in 2014 is about ($7) billion, the market value for the UAE is about 
($2.3) billion (32.8% of MENA’s value), and the value for the KSA is only about ($1.5) 
billion (17% of the MENA’s value). The estimated market growth for MENA in 2020 will 
be ($13.4) billion, UAE ($4.4) billion, and KSA ($2.9) billion. Around (25%) of the internet 
users in KSA are involved in the E-commerce transactions (Al-Khalidi et ah, 2015). Despite 
the surge in the online buying in KSA, but still, the country is in the developing phase. 

The lack of trust in the website, the lack of the private information security, and the payment 
security issues are the main factors that still represent a limitation for the rapid expansion 
of the e-commerce in KSA. This result is also supported in more details in (Exhibits 38 and 
39). 


Exhibit32. The E-commerce is evolving through the digital media 

Todoorstep.com estimates: A 
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66% prefer cash 
on dehvery payment 
method 

18% use 

credit/debt card on 
delivery payment 
method 

38% buy 

groceries online 


3% only buy 

fresh meat online 


Variety & large product 

selection are important 
drivers 


Source: TNS Connected Life, 2016 

The cash still is the preferred payment method for the online shoppers (66%) versus only 
(18%) for the credit and debit cards upon product delivery. This result reflects in the lack 
of trust in the websites and the payment security issues that buyers consider regarding the 
online shopping in KSA (Exhibit31). 
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Exhibit33. The users are mostly from urban cities 



Source: PAYFORT State of Payment 2014 

Most of the purchases happening online are for electronics, followed distantly by books 
and groceries; with majority of the online buyers are living in urban cities. 

cF 

Exhibit34. The evolving e-commerce through digital media 


SQUQ 

.com 


45M+ 2MN+ 3,000+ 10,000+ 


Visits per month from Products offered 
18M unique visitors across 21 

categories 


Employees Sellers on the 

marketplace 


Amongst the top e-commerce websites in KSA, there is ‘Souq.com’ that is the leading e- 
commerce destination in the Arab world. Souq.com is available in (23) cities in KSA alone, 
with (10,000) average shipments per day. 
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Exhibit35. The Saudi-based E-Groceries 
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Source: TNS Connected Life, 2016 

A 

The expansion of the Saudi based local e-commerce sites is a reflection of the continuously 



In 2015, the number of active e-stores in KSA amounted to more than 165 e-stores. Most 
of the e-stores are for clothes, electronics, and cosmetics. The e-commerce websites related 
to services such as e-ticketing and education are at the end of the list. 
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In a survey conducted with Saudi consumers (235 Saudi respondents) the results show a 
classification of the key industries (e-commerce) that Saudi consumers use on the internet. 
The result of this survey indicates a different case for the actual split of the e-commerce 
market (e-stores) in KSA (Exhibit34). While the majority of the e-stores in KSA are selling 
clothes, electronics, and cosmetics, the Saudi consumers are actually using more the e- 
commerce websites related to the e-banking, the e-ticketing, and the trading of stocks; i.e., 
the e-commerce of services is prevailing among Saudis more than the e-commerce of 
products (Eid, 2011). 


Exhibit 37. The most used e-commerce websites among Saudis 


| Most used e-commerce websites 

% of respondents | 

The E-banking services 


75.7% 

Booking of airline tickets 


75.2% 

Education resources 


51.8% 

Trading of stocks 


51.4% 

Purchase of electronics, books, Music 

/-<0- 

32.6% 


Participation in E-auctions 




6 % 


xy 

Also, the results of the survey indicate that the user interface quality (UIQ), the product 
information quality, the privacy risk, the'website trust, the security risk, and the customer 
satisfaction have a positive effect on the consumer satisfaction and consumer trust for the 
e-commerce websites. The Saudi consumers are willing to buy only from an e-store in 
which they have confidence about the products quality and confidence about the security 
and privacy of the online transactions. Therefore, EBay, Amazon, and Souq.com are the 
most used e-stores among the Saudi consumers. The local Saudi e-stores are limited among 
Saudis. 
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However, on the other hand, the business managers and consumers perceive that there are 
some e-commerce issues that limit a wider expansion regarding the e-commerce market. 

Exhibit 38. The e-commerce issues - Business managers’ perception 


Issue 


Rank 

Internet security 


1 

Customers’ trust 


2 

Speed of the service 


3 

Information privacy 


4 

Consumer awareness 


5 

Continuity of the service 


6 

Internet infrastructure in the country 


7 


Cost of maintaining the site 


& 




o N 


Exhibit 39. The e-commerce issues - Consumers’ perception 


Issue 

Rank 

Internet security 

1 

Legal regulations 

2 

Information privacy 

3 

Business reputation 

4 

Reliability of the service 

5 

Business trustworthiness 

6 

Speed of the service 

7 

Easiness of the service 

8 

Diversity of the products 

9 
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The business managers and the consumers agree that the Internet security is a very 
important e-commerce barrier, they both rank it as number one barrier. The consumers 
agree with the business managers that the consumers’ private information security, trust, 
and reliability and speed of the service are important factors that could limit the expansion 
of the e-commerce. 


The results indicate that a necessary condition for promoting the use of e-commerce in a 
wider scale is to have an internet-related legal regulations that protect the rights of both the 
consumer and the e-commerce business. Moreover, business managers believe that 
providing faster and easier service is more important than providing a reliable service. 
However, consumers believe in the opposite. They prefer a more reliable service to a faster 
and easier service. This result confirms the previous results indicating that the trust-related 
issues are important detenninants of the e-commerce diffusion in KSA. 

Exhibit40. The evolving e-govemment through digital media 
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Saudi Arabia has realized the importance of moving forward to the information era. 
Therefore, many e-govemment initiatives are launched as part of the overall Information 
Technology (IT) plans. The national IT plan for KSA focuses on the Information and 
Communication Technology (ICT) as a tool to reform the public organizations. The main 
objectives of the plan focuses on improving the IT infrastmcture, supporting the country’s 
economy, developing the E-leaming, and the E-health. 

Therefore, some of the government entities such as the Saudi Post has made it easier to use 
P.O.BOX and also offer foreign P.O. Box. The Saudia Airlines has made it easier to return 
tickets via online services. The government municipality services have also made it easier 
to register a complaint. Absher enables the citizens to renew their car licenses, pay for the 
traffic violation, and pay many other governmental bills. 
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The citizen’s adoption of the e-govemment services is an important goal for any 
governmental service providers. However, the success of this adoption process is not easy 
and requires a thorough understanding of the needs of citizens and system requirements. 

Consequently, there still are some challenges for the e-govemment adoption in KSA. 
Today, most of the Saudi government agencies have their own websites; however, many of 
these websites still are inefficient in that they just provide basic and general information 
about the organizations and most often the data are not updated. While some of these 
websites offer better functionality, such as the interactive services and the ability to submit 
a form, it is hard to find a government website that provides more advanced services such 
as arranging for an appointment beforehand or renewing the identification card. 

Exhibit41. Challenges of the e-govemment services adoption 


| Rank 

Challenges 

% _ 1 

i 

IT infrastructure weakness 

62.8% 

2 

Lack of knowledge about the e-govemment 
programs 

56.5% 

3 

Lack of security and privacy of information 

46.6% 

4 

Lack of qualified personnel and training courses 

44.7% 

5 

Culture differences 

/) \ 

33.8% 

6 

Leaders and managementsupport 

32.3% 

7 

Lack of policy and regulation for e-usage 

31.3% 

8 

Lack of partnership and collaboration 

28.6% 

9 

Lack of strategic plans 

25.6% 

10 

Resistance to change to E-Systems 

19.3% 

11 

Shortage of financial resources 

19% 


Source: World Academy of Science, Engineering, and Technology 

The results indicate that the weak Information and Communication Technology (ICT) 
infrastmcture, security and privacy issues, and the lack of the qualified and trained 
personnel are the key challenges for the e-govemment services adoption in KSA. 
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F- Brands are tools for self-expression and social identity 


Exhibit42. Millennial express themselves through brands 


■ Strongly Disagree 


■ Disagree 


■ Neither nor ■ Agree 


■ Strongly Agree 



I choose products and The internet Is the real The Internet helps to 
brands that match my source of change In the keep me up-to-date 
personality region with the latest news 

7 J* CC 

Source: TNS Connected Life, 2016 


1 like to keep up with 1 know what brands I’m 
the latest fashions going to buy, even 
—■I before 1 go into the 
store 

Jd? s 


The Saudi millennials are keen about the brand they purchase because it signals their social 
status and allows for self-expression. For the millennials, the internet is the main source of 
information that keeps them updated with the latest in everything, including news, fashion, 
and the new brands available worldwide. 

The Saudi millennials perceive the consumption of the ‘prestige brands’ as a signal of social 
status, wealth, and power. The prestige brands are increasingly purchased and are strongly 
linked to an individual’s self-concept and social image. The publicly self-conscious 
consumers are particularly concerned about how they appear to others and might be more 
likely to purchase the prestige brands that are premium and of highest quality. The global 
brands affect the consumers’ motives to improve their social standing and self-expression. 
These brands provide intangible benefits and create value for the consumer through status 
and conspicuous consumption. 


Therefore, the Saudi millennial generation associates the global brands to have higher 
prestige because of their relatively higher price compared to the local brands. The perceived 
brand prestige has a greater effect on the purchase intention when the product category is 
of high social display value. The millennial generation’s value of a global brand is 
positively associated to, both, the brand prestige and the perceived brand quality (Baek et 
al., 2010). 
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Exhibit43. Share of wallet - Youth clustering buckets 



S« 

« Transportation 

--nr n 7% 


Enjoyment, and Status 
make up for 64% of 
the Youth Wallet making 
them untouchable. 


Source: TNS Connected Life, 2016 




It is no surprise then that the entertainment and the image assurance activities make up to 
(64%) of the Saudi millennial wallet. The clothes, accessories, gyms, beauty salons, travel, 
personal outings, and out-of-home food are key spending activities for the millennial and 
youth generations in KSA. 

Exhibit44. The millennials are embracing the modem values 


<i 


S' 


V' 


Which of the following is closest to your view? 


lo be preserved tor gi 


Mewtome masugm 



Mil MU Mil M14 


A growing number ef 
Arab youth are embracing 
modern values, while 
family, friends and 
religion continue to shape 
their opinions and 
influence their lives 


Source: TNS Connected Life, 2016 

The Saudi females want to see themselves having a more important and modem role in the 
advertisements with locally hired talent. The millennials believe that they are capable and 
they do not relish the idea of working their way up the ladder. The millennials are impatient, 
multitasking, and civic minded (DeVaney, 2015). 
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Exhibit45. Millennials are embracing a modem society 


72% 



Advertising in Saudi is 
conservative 


It is acceptable to see 
Saudi women in 
Advertising in Saudi 


Advertising in Saudi 
needs to modernize itself 
but within the cultural 
boundaries 


■ Disagree 

■ Agree 



■ Strongly Disagree 

■ Neither agree nor disagree 

■ Strongly Agree 

Source: TNS Connected Life, 2016 


""The main theme of the 
advertisements is not creative 
because they simply bring individuals 
from other countries and get them to 
act in the Saudi dialect. " 


'Saudi women should be shown in any 
type of ad but in a way that she still 
maintains her respect and tradition." 


" When you see a woman in an ad 
covering her head while she is at home, 
this is not the reality because normally 
when we are at home we don't cover our 
head ." 

"Today you can see the man interacting 
with the woman in the ad and not like 
before" 
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Exhibit46. Brands that give back to society have their impact 


Brands belong to local company that is committed 
to giving back to community via 
charitable/educational programs 


Brands belong to local company that made 
tremendous investments in capital/operations that 
help stimulate the economy 


Brands belong to local company run by Saudi 
employees 


Brands manufactured In KSA 


Y 


Source: TNS Connected Life, 2016 

However, it is also important to note that part of the Saudi millennials will support a brand 
that is made in Saudi, run by Saudis and gives back to the local community. 





CHAPTER V 
Conclusion 




1. The transformation of the Saudi society has been going on very fast over the past 10 
years. There does not appear to be one prominent cause to this transformation, 
instead, multiple events are occurring simultaneously. Few causes to mention for this 
transformation are the widespread of the social media consumption, the influx of the 
Saudi students travelling to study abroad, the huge disposable income, and the 
dominance of the millennial generation in the Saudi population. 

2. The Saudi consumers and the millennial generation in specific lead the digital 
adoption in Saudi Arabia. The country is among the top countries in the Middle East 
regarding the smartphone penetration and internet usage. The millennials are keen to 
stay up to date with the relentless pace of innovation in the digital space. The digital 
Saudi consumer is now, the talent, the producer, and the distributor of his content. 

3. The social media platforms such as, the YouTube, Facebook, Twitter, Instagram, and 
Pinterest are effective alternatives or supplements to television, display, radio, and 
other traditional forms of media for the agencies and the brands they serve. 

4. The big brands present on the social media platforms have a common denominator 

for their success. Big brands start by understanding their online target consumers, 
determine the appropriate digital tool to address their consumer needs and when to 
communicate the brand at the different stages of the consumer’s purchase decision 
cycle. They provide an outstanding content, while constantly paying attention to the 
online behavior of their consumers and providing them the perfect tools to engage 
with the brand. >P 

5. The social media is a powerful business tool that allows the companies to reach a 
global audience and engage directly with their consumers more easily. Consequently, 
the companies face additional trademark and brand enforcement challenges. Some 
companies mismanage the social media which can drain the company’s resources 
and potentially cause lasting damage to its brands and the overall reputation of the 
company. Therefore, the global brands started to develop a social media policy, 
started to understand the intellectual property considerations of the social media sites 
and the corresponding brand promotion and enforcement strategy. 

6. The digitization of the business sector in KSA lags behind the world average, even 
behind the UAE business sector digitization rate. The consumer demand for digital 
is far higher than the adoption rate of the businesses. 

7. In general, the Middle East scores low on firm-level technology absorption and 
online advertising spending per capita. Those metrics affect the overall score on the 
digital adoption regarding the business sector. 

8. The implementation and adoption of the e-govemment is at its formative stage. The 
infrastructure cost, the safety and privacy problems, the digital literacy, and the trust 
issues are some of the major challenges for implementing the e-govemment systems. 

9. The KSA government embraces the digital and achieved considerable progress; 
however, with low pace. This metric is based on multiple variables such as the access 
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to public services, the digital signature, and the card features. However, in its efforts 
to promote innovation and push the public sector’s adoption of the digital to the next 
level, the country faces implementation problems such as the inadequate governance 
structure to unify the vision and achieve the change. 

10.The gap between the consumer digital adoption and the digitization rate among the 
business and the government, as well as the information and communication 
technology (ICT) supply and innovation imply a strong growth potential on the short 
run as consumers are clearly primed and ready to quickly embrace new digital 
offerings. Given the demographics in the region (50 percent of the population is 
under the age of 30), the tech-native and savvy youth in the Middle East will only 
further boost the digital adoption rate in the coming years. 

11 .The key issues foreseen by the business managers regarding a wider expansion of the 
e-commerce business include the technical obstacles and the attitudes and behaviors 
of the e-commerce consumers. On the other hand, the internet shoppers confirm that 
the trusted online payment methods, the safety and privacy of their personal 
infonnation, the website security, the website trust, and the reputation of the business 
are the key important e-commerce problems. ^. 

12. The KSA economy has realized only (11.5%) of ltsQkgital potential which reveals 
significant opportunities for the digitization initiatives (McKinsey, 2016). 

13. The KSA ‘vision 2030’ sets ambitious nationwide goals to increase the country’s 
ranking to be among the top five nations in the E-Govemment Survey Index. 

14. The KSA National Transformation Program 2020 has prioritized the digital 
transformation as one of the top four common national goals. The program identified 
five digital platforms, 29 essential digital initiatives for key sectors, and some 
national digital assets to receive further investment to support the government’s 
digital transformation. 

It is without a doubt that KSA is serious about its plans regarding the advancement plans 
of the digitization process for the public and private sectors. The government is targeting 
to fulfill the increasing digital demand by consumers and progress further in the world of 
e-commerce, to catch up with other regional countries such as the UAE. 
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The barriers and the challenges for the E-government services adoption 

The results show that the challenges facing the KSA e-govemment services adoption 
include the poor ICT infrastructure, the security and privacy issues, and the lack of the 
trained and qualified personnel. 

However, before going into the details, it is crucial to understand first the different 
meanings and dimensions of the term ‘e-govemment’. There are four key dimensions for 
the e-govemment. The four dimensions are the e-administration, the e-citizens, the e- 
services, and the e-society. Also, there are many definitions of the electronic government 
due to the different perspectives of experts. As a result, there is no one definition enjoying 
a broad acceptance. In fact, some researchers use the terms ‘e-govemance’ and ‘e- 
govemment’ interchangeably to describe the same issue, while for others they bear different 
meanings. 

Therefore, it is crucial to understand that the concept of ‘governance’ refers to the process 
whereby the elements in the society exert power and authority, and influence and perform 
policies whereas the term ‘government’ refers to the organizations in the public sector (Al- 
Shehry et al., 2006). 

Exhibit47. The e-govemment broad and narrow definitions 


| Perspective 

E-Government definition | 

Using the technology 
for political reasons 

The use of the Information and Communication Technologies (ICT) 
and particularly the internet as tools to achieve a better government. 

Reforming the public 
sector 

The use of the ICT to improve the efficiency, effectiveness, 
transparency, and accountability of the government. 

Change Management 

The use of the ICT in the public administrations combined with 
organizational change and new skills in order to improve the public 
services, to enhance the democratic processes, and strengthen the 
support to the public policies. 

E-Government 

dimensions 

It should be split into four distinct areas of activity: the e-democracy, 
the e-service provision, the e-management, and the e-governance. 

Technology 

To utilize the internet and social media to deliver the government 
information and services to citizens. 

Relationships with 
partners 

The government use the technology to deliver the information and 
services to citizens, employees, business partners, and other agencies 
and government entities. 

Political 

The e-government offers the opportunity to the government to get 
closer to the citizens and co-operate with a variety of societies. 
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The focus of this section is neither to discuss in details the various definitions of the e- 
govemment nor to identify the type of KSA e-govemment, but rather to discuss the various 
challenges for the KSA e-govemment. 

A-The technical barriers 

1- The ICT infrastructure 

The results show that (62.8%) of the respondents consider that the weak ICT infrastructure 
in the governmental agencies is considered as barrier number one to the adoption and 
diffusion of the e-govemment services. The ICT infrastructure including the networks and 
servers is an essential part of the e-govemment implementation and dissemination. The ICT 
infrastructure enables the governmental agencies to cooperate, interact, and share work; 
facilitating the daily tasks and using the technology to save employee’s time and effort. The 
organizations in the public sector are still lagging behind regarding their ICT infrastructure 
while others need to invest in the installation of new equipment and they should upgrade 
their existing infrastructure before considering the adopting of the modern e-govemment 
services. The results indicate that the development of the ICT infrastructure should be a 
high priority to implement the e-govemment. Therefore,jj^is important to create a 
standardized and modem ICT infrastructure and to upgrade the existing systems to enable 
the government’s agencies, organizations, citizens and private sectors to participate in the 
e-govemment initiatives and accept this new phenomenon. The ICT infrastructure is an 
essential foundation for integrating the information systems across the government 
organizations. The ICT infrastmcture must be in place before the e-govemment services 
can be offered reliably and efficiently to the public. 

2- The privacy, security, and trust in the e-services 

The safety and privacy of the information are serious technical challenges identified. 
Around (46.6%) of the respondents indicate that the confidentiality and safety are 
significant issues to the e-govemment adoption and dissemination. The Saudi online 
shoppers consider that using the websites to transfer their personal information (name, 
picture, date of birth, ID number, and credit card details) and sharing this information with 
the public agencies, online or electronically, is not a safe activity. The online consumers 
are afraid that the e-services websites are not secure enough to protect their private 
information from being misused or distorted by hackers. They fear that the confidential 
information could be exposed once transferred electronically, or viruses might destroy the 
data. 

The fear of a perceived lack of security has created disinclination or unwillingness within 
the Saudi citizens to accept and use the e-govemment services or e-commerce. These results 
suggest that the government should provide a secure access point to their online services to 
develop the citizen’s tmst. An increase in the public awareness and education initiatives 
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through seminars, TV campaigns and brochures may be central to the public acceptance, 
adoption, and to generate the trust in the secure use of networked systems. 

B- The organizational barriers 

1- The lack of qualified personnel and training programs 

There is a lack of IT professionals to lead the implementation of the e-govemnient in their 
organizations. One of the reasons for that problem is the migration of the IT expertise from 
the public sector to the private sector because the government salaries are relatively low 
compared to the private sector. Moreover, the lack of the IT staff at all levels such as 
computer technicians, programmers, engineers, web designers and professional managers 
is another important reason for the adoption of the e-government services. Therefore, the 
training of the existing staff members is a critical factor to accelerate the adoption and 
diffusion of any new technology. 

2- The resistance to the change to E-Systems 

The e-govemment is a relatively new phenomenon in KSA. In the work place, this switch 
to the E-Systems means the transformation from manual methods of work to electronic 
methods. These changes will create a new advanced environment completely different to 
what has been used over decades in the government departments. However, the good news 
is that the country’s youth generation distribution and their relative ICT familiarity may 
encourage them to accept and adapt quickly to this phenomenon. More than half of the 
Saudi population is under the age of 30. Hence, the implementation of the e-govemment is 
easily acceptable and adaptable to more than half of the Saudi society. Another reason for 
the resistance to change may be the fear of losing the jobs as the organization accelerates 
to adopt the new technology (Alshehri and Drew, 2010). 

3- The lack of strategic planning 

The E-government projects are huge, costly, and long-term projects that require a clear 
strategy and vision. It is beneficial to every agency and organization within the public sector 
to align its goals with the nation’s strategic goals and to develop its corresponding long¬ 
term plan to design and adopt the e-govemment systems. The top management and leaders 
charged with implementing this plan need to support it at every level by dedicating 
appropriate budget and resources to the project each year. Without a clear plan and a 
consequent absence of clear objectives, then, the progress will lack the direction and 
inevitably falter. To address this point, the Saudi government has created the National ICT 
plan (NICTP) which includes a long-term vision and a first five-year plan for ICT in the 
Kingdom of Saudi Arabia. 
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C-The social barriers 


Overcoming the cultural issue is one of the main challenges for the e-govemment 
implementation in KSA. The problem of culture includes the social characteristics, 
backgrounds, languages, education, religion, experiences and different expectations of the 
e-govemment system. The main obstacles to the implementation and adoption of the e- 
govemment systems are the cultural implications of the new technologies. Therefore, it is 
necessary to develop the public sector in Saudi Arabia and train the employees to have a 
clear vision of the new nature of their public service including their job descriptions, tasks, 
and application to customer service. The government should leam from the development 
of the e-commerce and train its employees to see the citizens, the businesses, and the other 
government agencies as their customers and focus on the needs of these customers. Also, it 
is important to educate the public and bring to their attention the importance and advantages 
of the e-govemment systems. Therefore, it is crucial to address the education standard in 
the Saudi society as one important element of culture and its relation to the technology 
adoption. In fact, the citizens with a higher standard of education are more likely to accept 
and interact with any new technology and the e-govemment systems. It is worth noting that 
the Saudi educational systems encourage all the students to develop their technical skills to 
take advantage of any new technology and communication skills. These systems include 
the English language training to be effective online communicators and to effectively share 
and leam about the developed technology of the Western world. In 2005, the Ministry of 
Higher Education established the largest scholarship program for study abroad in the history 
of the Kingdom at the cost of more than (SAR15,7) billion, i.e., about ($4) billion and that, 
of course, reflects the Saudi's government keenness on education and development of the 
Saudi citizenry. 

D-The leaders and management support 

The top management support is one of the key factors in the adoption of the e-govemment 
services within the government sector. The top management support refers to the 
commitment from the top management to provide a positive environment that encourages 
the participation in the e-govemment applications. The effective leadership plays a 
significant role in the adoption and implementation of the e-govemment. In Saudi 
governmental agencies, the leader and top management support in Saudi public sectors are 
considered as main factors that can assist and support the adoption of the e-govemment 
services. According to the survey finding, around (32.3%) of the participants identified the 
lack of the top management support as an issue, they rank it as the sixth most important 
bander to the e-govemment services adoption. The adoption of the e-govemment projects 
needs strong management support especially in its early stages which can be costly to 
instantiate and take a long time to deliver results. 
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E-The financial barriers 

One of the obstacles to the implementation of the e-govemment is the shortage of finance. 
The financial barrier includes three identified obstacles: The limited financial spending on 
ICT, the high cost of the ICT, and the high-priced services of the telecommunications. 
Based on the literature review, the limited financial expenditures on the ICT is considered 
one of the essential obstacles of the e-govemment implementation around the world. 
However, the study is limited to the Saudi citizen’s perspective and does not include other 
stakeholders such as the leaders from the public sector, the e-govemment project team or 
the IT managers view whose main concerns are the e-govemment implementation cost. As 
a result, the survey outcome shows that the majority of participants do not count the lack 
of funding as an essential barrier to the e-govemment services adoption. This barrier is 
ranked as the lowest obstacle to the e-govemment services adoption in the challenges list 
from the citizens’ point of view. According to the Saudi e-govemment program (Yesser), 
the budget assigned to the program has been increased to (SAR4) billion, i.e., about ($1.2) 
billion. Therefore, it is clear that the Saudi’s public sectors have the financial support from 
the government to create their own e-services and make them available to all citizens 
(Alshehri and Drew, 2010). 

Therefore, it is crucial to understand that the e-govemment is much more than a tool for 
improving the cost-quality ratio for the public services. The e-govemment is not primarily 
about automating the existing procedures, instead, it is about changing the way the 
government conducts business and delivers services. The e-government is an instrument of 
reform to the whole country. 
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The barriers and the challenges for the E-commerce adoption 

While the e-commerce has become a common practice in the developed countries, it is still 
considered an innovation in the Kingdom of Saudi Arabia (KSA). The country has 
proceeded at a relatively slow pace in the e-commerce area compared to other nations in 
the region such as the UAE. At present, only a tiny number of the Saudi commercial 
organizations, mostly the medium and large companies in the manufacturing sector are 
involved in the e-commerce activities, and these are mostly Business to Business (B2B). 
As suggested by Drew (2012), the drivers/enablers for the Business to Consumer (B2C) e- 
commerce include, (1) The consumer desire for convenience and the wider range of 
products; (2) The businesses’ desire to reach new markets or protect existing markets; (3) 
the consumer purchasing power; (4) The rapid internet diffusion; and (5) The government 
promotion. 

On the other hand, the barriers/inhibitors for the B2C e-commerce include, (1) The lack of 
valuable and useful content for the consumers; (2) The inequality in the socioeconomic 
levels; (3) The lack of trust due to the security/privacy concerns; (4) The preferences of the 
in-store shopping; (5) The existence of viable altemativesrsiich as dense retail networks 
and convenience stores; (6) The lack of online payment mechanisms; (7) The lack of 
customer service; and (8) The language barriers. In KSA, while the government has played 
a major role in promoting the rapid growth of the ICT in general, it appears to have placed 
rather less emphasis on the e-retailing than on the e-leaming and the e-government. In 2001 
the Saudi Ministry of Commerce established a Committee for the e-Commerce, with its 
members drawn from various government agencies and the private sector. The Committee 
prepared a general framework and plans for improving the factors which influence the e- 
commerce development - such as the IT infrastructure, the legislation and regulation, the 
payment systems, the security needs, the delivery systems, and the education and training. 
However, little information is publicly available regarding the Committee's further work 
or impact. 
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Exhibit48. The top factors prohibiting a wider adoption of the e-commerce in 
KSA 



2 Lack of clear e-commerce legislations and rules in KSA 

3 Lack of e-commerce experience 

4 Poor ICT infrastructure 

5 Lack of online payment options to build the trust of 

consumers 


Despite the substantial increase in the internet penetration, the mobile devices usage, and 
the social media penetration; the KSA is ranked (52 nd ) out of the (70) countries listed in the 
e-readiness report. The e-readiness report assesses the quality of each country’s ICT 
infrastructure and the ability of its government, businesses, and citizens to use the ICT. The 
lack of trust towards the online business because of the lack of e-commerce legislations is 
one of the key factors limiting the expansion of e-commerce in KSA. Also, the lack of e- 
commerce experience, i.e., the absence of the skilled employees suitable for the 
implementation and maintenance of the e-business systems is considered another crucial 
factor. There are some other factors identified by the previous studies regarding the 
expansion of the e-commerce in the region. These factors include the lack of diversity of 
the online payment systems, the trust in the website, the privacy and security issues 
regarding the personal information of online shoppers, and the lack of the completive 
advantage (Drew et al., 2012). 
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Exhibit49. The top drivers for a wider adoption of the e-commerce in KSA 


Rank 

Challenges 

1 

Trustworthy and secure online payment methods 

2 

Government support for the e-commerce development 

3 

Strong ICT infrastructure 

4 

Building the awareness and trust of consumers in the e- 
commerce activities 

5 

Provision of sample e-commerce software for test-trials 


Therefore, it is no surprise to find that the top enablers - from the retailers’ point of view- 
to drive the growth of the e-commerce include the development ojhnline trusted and secure 
payment methods, the government regulations and support^ the enhancement of the ICT 
infrastructure, and building and promoting the e-commerce awareness with customers. 

Globally, using the credit cards to pay online is the most popular method to conduct online 
purchases. However, in KSA, many consumers still are reluctant to use the credit cards, 
because of the lack of trust, and because somacbohsumcrs are culturally averse to carrying 
out transactions linked with conventional interest rates. Therefore, having access to 
alternative, trustworthy, and easy-to-use payment systems is a critical need for the online 
retailing industry. 

Possible solutions include the debit cards and the payment systems such as PayPal. Another 
option is SAD AD, which is an electronic billing and payment system which Saudi Arabia 
has developed for billers and customers who are residents in the country. The system 
facilitates the data exchange between the registered billers and the country’s commercial 
banks and relies on the existing banking channels (such as internet banking, telephone 
banking, ATM transactions, and even counter transactions) to allow the bill payers to view 
and pay their bills via their banks. The citizens are comfortable with using the SADAD 
system. The SADAD system is considered an excellent step to facilitate the adoption of e- 
commerce. However, still, the enhancement of the legislation and regulations in the area of 
e-commerce is a step that needs further work. Similarly, further development of the IT 
infrastructure and the domestic IT capabilities would benefit not only the e-retail industry 
but also the whole economy. The government may also need to facilitate or assist in the 
development and growth of the online payment systems (like SADAD) that would benefit 
consumers, businesses, and the economy. 
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The digital media usage 


Exhibit50. The social media is used mainly for advertising 



0 % 10 % 20 % 30 % 40 % 50 % 60 % 70 % 80 % 90 % 100 % 

A 

Source: FreemanXP and Event Marketing Institute, 2015 

Marketers strategically use the social media the most to promote their products and services, 
building brand value, and engaging consumers to talk about their brands. The social media 
use is increasing its pie size in the digital advertising revenue spend and also increasing 
giving a good return on investment (ROI). According to the research reports at 
eMarketer.com, the Ad revenue in the world is ($25.14) billion on paid media to reach 
consumers on social networks in the year 2016. The new figures state that there is a (40.8%) 
increase from 2014. By 2017, social network Ad spending will reach ($41.00) billion, 
representing over (18%) of all digital advertisement spending globally. The paid media 
(display advertisements) is a key building block to Facebook revenues as it accounts for 
around (88%) of Facebook’s revenues. 

Flowever, Wani et al. (2016) indicate that around (90%) of the social media users use the 
social networking sites (SNS) to stay connected to their families and friends which are 
basically the Facebook, Twitter and the professionals are on Linkedln. In general, the social 
chat platforms are the best places to hook the internet users. Flence, marketers capitalize on 
these platforms to create business opportunities by focusing mostly on the online 
advertising (83%) for their products and services. The Facebook advertising comprises a 
number of forms including paid media (display advertisements), owned media (brand 
pages), and earned media (word-of-mouth). Facebook’s unique social nature has placed 
much of its advertising emphasis on earned media, whereby brands obtain free exposure by 
sharing user-generated communication (comments and kinks) (Kim et al., 2016). 
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Therefore, engaging the consumers with the community comes late on the list with (46%) 
only, despite the fact that ‘engagement’ is the key benefit of the social networking sites. 
The result indicates that the SNS is not used to the maximum of its key benefit, which is 
‘engaging consumers’. Therefore, marketers should allocate a significant portion of the 
advertising spending to build and maintain a social network presence through earned media. 
Every day the online consumers are overwhelmed by loads of detailed information on 
thousands of products and services. Therefore, the engagement and the valuable content are 
the key drivers for a better ROI on the advertisement of the brand on the SNS, i.e., the 
engagement and valuable content should precede any attempt of simply advertising a 
product or service. Last but not least, around (11%) only of marketers uses the SNS as a 
source of innovative ideas. 

The social media marketing and the social network sites (SNS) 

The social media enables the companies to engage consumers in a timely and direct manner 
at relatively low cost and a higher level of efficiency than with the traditional marketing 
communication tools. This makes the social media not only appropriate for the large 
organizations, but for the small and the medium size companies as well. 

The social media has caused a significant change in the strategies and tools that companies 
use for communicating with consumers. The social media combines the characteristics of 
the traditional marketing communications tools (companies talking to consumers) with a 
highly magnified form of word-of-mouth (consumers talking to one another). Marketers 
cannot control the content and the frequency of such word-of-mouth; therefore, companies 
are limited in the amount of control they have over the content and the distribution of 
information. Therefore, ignoring the user-generated content is not an option. The 
companies must be able to monitor and respond to conversations, both positive and negative 
about their brands. However, there are ways that companies can influence the discussions 
in a way that is consistent with the organization’s strategy. The social media marketing 
enables the companies to achieve a better understanding of their consumers to build 
effective relationships, better content, and high engagement (Kumar, 2015). 

The SNS as a social phenomenon has far reached commercial implications since the 
consumers exercise great and increasing influence on product offerings and on the strategies 
used to sell them. All these possibilities have led to an increasingly professional and 
academic interest in the analysis of the SNS, as part of marketing strategy, and as a new 
communication environment between consumers and business. Moreover, the SNS has led 
the firms to approach directly the social networks of their customers and to invest marketing 
effort in enhancing the internal influences in those networks, their tastes, preferences, and 
worries. The SNS omnipresence demands from businesses a detailed understanding of the 
basic working principles and concepts that define this new interaction context (Alarcon- 
del-Amo, 20i4). 
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Mobile devices and social media usage have negative impact 

The misuse of internet and social media that triggers distrust, especially among new 
couples, contributed to at least (25%) of divorce cases. Almost (20%) of divorces take place 
as a result of extramarital affairs unveiled through the exchange of messages and photos on 
the social media. 

As the results indicate, Saudis spend around (7) hours per day using their mobile devices. 
Their usage pattern indicates that they mostly use the mobile devices for social 
communication and social media platforms. That means they use the devices for ‘recreation 
and entertainment’ which is defined as any activity that is pursued during leisure, either 
individually or collective that is free, pleasurable, fun, and have its own immediate appeal. 
The entertainment attitude towards the mobile devices is driven by the desire for fun, 
excitement, pleasure, and enjoyment, which leads to a form of internal gratification. The 
internal gratification attitude leads to addiction. The addiction is defined as the 
uncontrollable urge which is often accompanied by a loss of control, a preoccupation with 
use and continued use despite problems this behavior may cause. 

As indicated by Dlodlo and Mahlangu (2013) in their research about the usage of mobile 
devices, the respondents indicated that mobile devices have consistently become a 
distraction towards their daily life. The respondents have made several unsuccessful efforts 
to cut back on the usage, but they wereAot able to control it even though they are being 
informed by others, i.e., parents or colleagues regarding the long time spent on the mobile 
devices. This uncontrollable behavior leads to increased restlessness, depression, 
irritability, debt, and lying, especially amongst the majority of the millennials. The research 
highlights that this addictive type of usage leads to the development of highly impulsive 
usage behavior. The time spent on the mobile devices for leisure activities naturally is a 
bottleneck for the productivity of youths either in the education environment or their work. 
Therefore, the social scientists have labeled the mobile devices as the ‘biggest non-drug 
addiction’ of the 21 st century. 

The emergence of what is called the ‘subjective norms’ is one of the negatives of the excess 
usage of mobile devices. The user’s perceptions that most people who are important to him 
think he should or should not perform a specific behavior. This leads to a form of 
compulsive engagement that is often motivated by the attached importance of a social nonn 
or a reference group. Therefore, the influence played by friends, colleagues, family, and 
celebrities should never be underestimated because they shape the usage of mobile devices 
for recreation among the millennial generation (Hooper and Zhou, 2007). 


75 


Exhibit51. Addiction leads to negative impacts 
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The fake online self-presentation creates a fake society 


Anonymity is inherent to the online communication to the extent that it shapes the self¬ 
presentation by providing people with the opportunity to present themselves as having 
different external characteristics and different persona from those put forth in the real world. 
The Facebook users have a tendency to stretch the truth to present socially desirable 
identities, which is more often practiced implicitly (uploading pictures showing the users 
engaged in certain social activities, and refraining from uploading pictures shot in other 
embarrassing settings). However, some other practices are less frequently explicit 
(articulating a clear narrative in the ‘about me’ section of their profile). 


The individual physical traits, such as body shape and skin appearance along with the 
cultural norms, influence users’ decision to cover or expose naked skin in public. Females 
deal with a more complex situation because the impression created by dressing in a 
revealing outfit is affected by both men’s perspective of women being seductive and media 
messages conveying that tight, body-exposing outfits display feminine attractiveness. 
People with little education may prefer to wear outfits that emphasize the body features, as 
they feel that they have nothing better to offer. Users of social network sites are aware of 
the importance of pictures in identity construction; therefore, the choice of profile pictures 
is impacted by personality characteristics and the socio-demographic variables. 


The people who are romantically uncommitted post revealing pictures of themselves more 
than do people who are romantically committed because the former may utilize Facebook 
to attract potential dating. The highly educated people post revealing pictures as profile 
pictures less often than the less educated people, as they prefer to promote themselves by 
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exhibiting non-physical qualities. Researchers estimate that the infonnation about gender 
and age is revealed only by (60%) of SNS users and almost half of the users disclose details 
about their education, but only (25%) make their relationship status open to the public 
(Hetsroni and Guldin, 2017). 


Key characteristics of the social media 

It is noticed that the most popular social media sites have five main characteristics 


1- There is a space to share the content. 

2- The participants in the space create, share and evaluate all or most of the content 
themselves. 

3- It is based on social interaction (social networking). 

4- All content has an URL to link it to the external networks. 

5- All actively participating members of the site have their own profile to link to other 
people, to the content, to the platfonn itself and the possible application. 


Some secondary characteristics of the social media (can occur, but not obligatory) 


6 - 

7- 

8 - 

9- 

10 - 


Users feel like one community. 

Users contribute for free. 

There is a tagging system that allows folksonomy. 

The content is distributed with feeds-in and out the site. 

The platforms and tools are in a continuous state of development and change. 


Exhibit52. The various genres of social media and related practices provided 
to users and producers 


Genre 

Main practice 

Content creation and publishing tools 

Production, publishing, dissemination. 

Content sharing 

Sharing all kinds of content with peers. 

Social networks 

Keeping up the old and building new 
social networks and self-promotion. 

Collaborative productions 

Participation in collective build 
productions. 

Virtual worlds 

Play, experience and live in virtual 
environments. 

Add-ons 

Adoption of practices from one site to 
another. Transfonns a service into a 

feature of another site or adds new use- 
value to the existing communities and 
social media site through 3 rd party 
applications. 
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These various genres of social media indicate that users can choose between varieties of 
activity types and user roles. If the social media is compared to the traditional media, users 
now have multiple channels, content, and applications to choose from. With the various 
new tools emerging every day in the social media, activities and users’ role which are 
available to users can flexibly change from adventurer to citizen or socializer, according to 
each user’s needs (Sirkkunen and Lietsala, 2008). 

The Saudi consumers are now connected more than ever. The online reach is high 
throughout the day and even ahead of TV at all times, except during the meals times where 
consumers prefer to watch the TV while eating. 

Exhibit53. The traditional marketing messages are tuned out 


TV Radio —Newspaper/Magazine — Onlina 


75 



In bed <vh«i I Early morning Late rtommg Dunng lunch Early Late Early evening Dunng dinner Late evening In bed before 

wake up afternoon afternoon I go to sleep 

I a w *,_ni a W o ( 

Source: TNS Connected Life 2016 


The total addressability of the digital marketing communication has made it possible for 
consumers to express their own free choice and interest for every product and service they 
want to buy. Thanks to the Internet, the consumer behavior has changed drastically over 
the past decade. The people have become adept at tuning out the traditional marketing 
messages. Research shows that (86%) of people skip television ads, and (44%) of the direct 
mail is never opened. In addition, around (84%) of (25-34) year old have left a favorite 
website because of the intrusive or irrelevant advertising (Bigshot Inbound, 2016). 

The control over the consumption of media is creating a whole new world of marketing 
strategies and tools, where the consumer is free to shift from TV to online, from mass media 
to micro media, and from traditional marketing to content and permission marketing. The 
success of the inbound marketing (digital marketing) is seen not only in the business field 
but also in other sectors such as the political and the public sectors due to its personalized 
and direct marketing form. The politicians, public figures, and non-govemmental 
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organizations are now approaching their target audience by communicating to them 
targeted, and tailor made content and messages (Patrutiu - Baltes, 2016). 

The digital technologies are enabling consumers and transforming the 
practice of marketing. 

The smartphone and mobile applications have shifted the power from brands and retailers 
to the consumers. The consumer has the visibility to the product information, availability 
and prices in local stores due to the data provided by the companies and retailers. 

Word-of-mouth became a social currency. The Facebook, Yelp, Foursquare, Twitter and 
other social media platforms have gone from important-but-contained to what is called 
‘liquid’, i.e., it goes wherever it wants. The ability to manage the social currency is a critical 
capability to any company nowadays. Therefore, harnessing the big data and mastering the 
machine learning, algorithms and other tools have become prerequisites for the companies 
to survive due to the explosion of data from a growing variety of sources. 

With digital technologies, the massive auctions that underlie marketplaces such as Google 
Adwords are spreading to all digital media, fueled by real-time buying and demand-side 
platforms. Armed with digital technologies such as Fitbit, individuals are capturing, 
tracking, and using data about themselves to better manage their health, carbon footprint, 
and other important aspects of their lives, 

Given the uncertainty and volatility^! the digital market, marketers are learning how to 
apply agile methods and experimentation to shorten the cycle time, make small bets, and 
rapidly adapt to changing market conditions. Many companies now are capturing and using 
the digital traces to profile their consumers and audiences, building on, and replacing geo¬ 
demographic and other classic segmentation schemes. The ability to “mine” digital signals 
from the noise is a critical capability (Flendrix, 2014). 

Mobile devices role in the purchase process 

The results of this study show that Saudi consumers depend mostly on three main mobile 
devices for their online connection: smartphones (90+ %), Laptops (60+ %), and Tablets 
(40+ %). The results indicate that the Saudi online shoppers could be using different mobile 
devices for online activities at many other points in the shopping journey. The connection 
to social media is relatively common through smartphones, whereas the access to the brands 
and companies’ websites, brand reviews, and brands detailed information is likely to 
happen through the laptops and tablets, as they are more convenient regarding the ability to 
read conveniently, and to go through the different websites and information sources 
simultaneously to conduct comparisons. 

Powers et al. (2012) suggest that consumers are using online and offline resources and at 
varying times in the buying process. The old purchase funnel which presumed an ordered 
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linear process - starting with the brand awareness and ending with the purchase action - is 
no longer the case in the digital online shopping. The past researches suggest that the online 
shoppers change the brands as a function of the inputs they receive, whether in the fonn of 
online new information or the fonn of an emotional behavior because of the reviews and 
feedback on their brands that they see on the social media. The online shoppers are 
characterized by the fact that they are more open to new insights about the brand right up 
to the last minute before they make the actual purchase decision. Some of the information 
input comes to consumers passively, such as brand-initiated marketing communications, 
search engines, and online review sites. On the other hand, the emotional purchase behavior 
can come from friends, family, experts, and influences on social media. However, the 
journey can be a bit different from shopper to shopper. The findings of the past researches 
indicate that there is a trial-and-error approach that is used by consumers to constantly 
update their information about the brands and that they use this update to validate their 
knowledge. 

Today, consumers interact with many more media types, and they do so in a non-linear and 
circular ways, which is different from the old linear purchase funnel theory. However, it is 
fair to indicate that they still go through a sequence of steps and stages as they engage with 
a particular brand. Each of these steps is probabilistic; therefore, a successful consumer 
decision journey for a brand can be derailed by failure at any stage, e.g., negative product 
online reviews, lack of information, or negative product experience. For any brand, 
consumers may backtrack, skip steps, or implicitly or explicitly choose to reject the brand. 
Consequently, each of these steps puts the consumer in a particular information-processing 
state of mind, which makes any media type more or less appropriate for the deployment by 
the brand to satisfy that consumer’s needs, and ensure movement to the next stage (Batra 
and Keller, 2016). 
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Exhibit54. The dynamic and expanded consumer decision journey 



1. He feels a need or wants for it - at a category level. 

2. He knows about it - sufficient brand awareness in tenns of recall and recognition. 

3. He actively considers it - examines attributes and benefits. 

4. He searches for more information, leams more about it, and begins to critically evaluate 
* 

5. Likes it and has trust in it - has functional and nonfunctional brand associations that are 
strong, favorable, and unique. 

6. He is willing to pay more for it - high perceived brand value based on functional, 
emotional, social, and symbolic benefits. 

7. He chooses to try it soon and knows where, when, and how to get it - high desire to act. 

8. He consumes it - timing, frequency, and amount of consumption. 

9. He is satisfied with it - has positive thoughts, feelings, and experiences. 

10. He is loyal, repeat purchase - both attitudinal and behavioral loyalty. 

11 .He is engaged and interacts with it - participates in both online and offline brand-related 
activities. 

12.He is an active advocate for it - both offline and online with social media. 

As the smartphones and tablets continue to prove increasing adoption rates, marketers need 
to pay close attention to the online shopping resources most likely to be accessed through 
these devices and plan their marketing activities accordingly. Therefore, brands need to 
communicate with shoppers and prospects both early and late in the process and they should 
be visible in as many digital places as possible. 
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1- Country Perspective 

The Middle East has only scratched the surface of its digital potential 

The economy in the KSA has only realized around (11.5%) of its digital potential, and only 
(0.9%) of its workforce is digital talent (US Bureau of Labor Statistics, 2016). The Middle 
East region in general lags behind other regions in key indicators of the information and 
communication technology (ICT) strength: 

1- The Middle East captures only (1%) of the revenue share of the top 1000 global ICT 
companies. 

2- Relative to the Gross Domestic Product (GDP), the Middle East has only (10%) of 
the venture capital funding of the USA. 

3- The Middle East claims (1) unicorn out of the (200) global unicorns. 

4- The share of the Middle East workforce that is digital talent is less than half of the 
USA. 


Among the top (1,000) ICT companies globally by annual revenue, only (1%) are located 
in the Middle East. In particular, the digital unicorns—digital start-up companies that have 
a market capitalization of more than ($1) billion—are underrepresented in the region. 
Currently, the Middle East has only one representative (Souq.com, in the UAE) and one 
company that almost qualifies as a digital unicorn (Fumia, in Egypt, with slightly lower 
market capitalization). 

nT 

Looking to the region’s next potential generation of digital unicorns, it is clear that the 
interest in the technology start-ups, in particular, is skyrocketing. Half a dozen tech start¬ 
ups in the MENA region today are valued at more than ($100) million each, and investors 
sunk more than ($750) million into MENA tech start-ups from 2013 to 2015. Comparing 
the digital venture capital (VC) funding of the Middle East with other regions reveals 
another shortage. More than (1,000) start-ups are active across the GCC, but the Middle 
East has only (10%) of the VC funding relative to GDP compared with the USA. Even the 
leading country in the region, the UAE, still scores (80%) lower than the USA by digital 
VC funding as a share of GDP. One reason for this low performance are the industries with 
a high number of family businesses, which typically have a concentrated ownership and a 
culture of keeping full equity share. 


The digital supply side from a labor perspective across sectors reveals further insights. The 
share of digital jobs in the overall regional workforce is (1.7%) which is significantly lower 
compared with that of the USA and Europe. Advancing the digital capabilities of the 
workforce or even completely automating processes and tasks provides enormous potential 
for productivity gains in the region. 
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Understanding the difference between the IT project and the e- 
government, in the public sector 

It is worth noting that, for some, there is a confusion about whether or not the e-government 
is an infonnation system (IS) project. Although the e-govemment, as a tern, can be 
classified under the discipline of IS, there are significant differences between the traditional 
Infonnation Technology (IT) projects in the public sector and the e-govemment. The IT 
projects represent one of the cornerstones towards developing the e-govemment; however, 
there are other issues an e-govemment system must consider. 

Exhibit55. The main differences between the e-govemment and the IT projects 
in the public sector 


IT Projects E-Government 


Features Automate most activities of any Making most government services 

specific organization accessible online 



Relationship Direct and sometimes indirect Direct and intensive relationship and 

between the with interaction between stakeholders 

stakeholders stakeholder 

Domain of work Organizations Institutions and the Public sector in the 

whole country at the end of project 

Technology Generally centralized automation Decentralized Internet-enabled services 
(within a specific organization) Applications Online re-engineering 

process 

Driver Transaction-driven Internet Web services Interaction-driven 

Application Monolithic (homogeneous) Integrated (heterogeneous) application 

application 
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The characteristics of the e-govemment include wide use of communication technology, 
smooth collection and processing of information, the development of communication 
mediums, the impersonal nature of the online environment, and the full benefit of using a 
high standard of technological infrastructure for transactions. 


To make progress, Saudi Arabia must develop the requisite technologies 
and associated human capital 

The KSA economy and society must evolve to make progress in the digital era. It is no 
longer sufficient to be a consumer of digital; countries that aspire to join the frontline must 
become digital creators. However, the digital acceleration across an entire economy and 
society requires the strategic coordination of multiple stakeholders. There are four areas 
that are important to drive the transformational change: the government, the business, the 
funding, and the talent. Across these dimensions, there are ten opportunities for the public 
and private sector digital leaders to enable and impact the digital revolution in the country. 


Exhibit56. The drivers of the transformational change 
_ 


Government 

1. Move from e-govemment-focused digital initiatives to full digital 
economy development. 

2. Empower national digital agencies. 

3. Create policy frameworks that foster, and do not hamper, digital 
innovation. 

4. Seize the opportunity of large public IT spending to create home-grown 
IT players at scale. 

Business 

5. Take the once-in-a-lifetime opportunity to create critical digital 
platforms for the region. 

6. Step up the collaboration among corporations and digital disrupters in 
the region. 

7. Embrace agility through digital to address the ever-faster business 
environment. 

Funding 

8. Scale digital VC funding and increase visibility of investment 
opportunities. 

Talent 

9. Create digital curricula and seamless learning pathways from primary 
schools to higher education and into employment. 

10. Rethink how to attract and retain digital talent and reconsider 
applicability of nationalization to digital. 


Source: McKinsey 2016 
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1. Move from e-government-focused digital initiatives to full digital economy 

development 

- To develop a holistic national digital strategy that sets the digital strategy for all 
stakeholders. 

- The strategy should be broken down by individual sector and aligned with the 
national vision and goals. 

- The strategy should focus on the digitization of the government services and sets a 
target of the services that should shift to digital channels. This step will ensure higher 
ease of use, citizen satisfaction, and efficiency for both the public and private sectors. 

- To expand the digital government strategy to address the entire economy and society, 
such as e-health, digital infrastructure, digital education, and other adjacent sectors. 

- The government should focus on expanding various initiatives, such as open data and 
connectivity, investment in research and development, cyber security and data 
privacy, and enhancing the industry and start-up ecosystem. 

The government should answer the following questions to test if the national digital strategy 

covers all the critical elements 

1. Does the country’s digital strategy address real market needs and overcome pain points? 

2. What is the country’s digital competitive edge compared to its peers? 

3. Does the national digital strategy have a granular sector view? 

4. Is the national digital strategy anticipating the most relevant digital innovations? 

5. Does the national digital strategy build on local insights? 

6. Does the national digital strategy consider scenarios? 

7. Does the national strategy focus on a few crucial and high-commitment initiatives while 

maintaining flexibility to make other choices over time? 

8. Does the national digital strategy consider all stakeholders? 

9. Is the national digital governance in place to successfully implement the strategy? 

10. Does the national digital strategy have a clear road map of target-based initiatives? 
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2. Empower national digital agencies 

- Create a chief digital office (CDO) at the national level to ensure the consistent and 
sustained implementation of the digitization strategy in partnership with the various 
stakeholders in the society (public sector ministries, agencies, start-ups, and civil 
society. 

- The responsibilities of the CDO should include a continuous review of the national 
strategy implementation, an adaptation of the strategy as needed, and advocate for 
policies and regulations that accelerate digitization. 

- The CDO should define and establish the relevant metrics to measure the digitization 
and adoption across the whole ecosystem. 

- Ensure best practices sharing and consistency to avoid reinventing the wheel. 

- Help to address the scarcity of digital talent, both at the execution and at the 
leadership levels. 

- Establish digitization incentives for digital adoption by government agencies, 
established companies, and start-ups. 

3. Create policy frameworks that foster, and do not hamper the digital innovation 

Although the digital policies need to apply to the digital economy and society as a whole, 

action areas can be distinguished by digital supply, digital demand, and the enablers that 

cut across both areas. 

x'vP 

- Regulating the digital supply: Cracking the critical mass is essential for new digital 
business models to gain fast adoption and traction for scaling up. Opportunity areas 
could be the mobile payments, the digital health, and the e-commerce. Driving 
innovation in mobile payments such as promoting a cashless society, or e-Riyal. 
Driving innovation in healthcare such as patient self-services, use of digital platforms 
instead of direct physician interaction, electronic medical records that enable 
information sharing across multiple hospitals, all resulting in better continuity of care 
for patients and more effective public health management. 

- Regulating the digital demand: The policies and regulations should focus on 
protecting the end consumer. Data privacy and protection are critical dimensions as 
part of the broader cyber security regulations. For example, the government could 
integrate its digital sign-on system to give each resident a ‘sign pass ID’ for obtaining 
services from its agencies, which will increase the convenience for users and brings 
coherence to the country’s digital offerings, using centralization to reduce rework 
and duplication. 

- Regulating to enable innovation: The digital regulations need to support the digital 
start-ups ecosystem that allows the start-ups to disrupt the market with new value 
propositions. For instance, the rules for starting a company and declaring bankruptcy 
should be massively simplified to encourage entrepreneurship. 
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Nine principles for creating a thriving entrepreneurial ecosystem 

In the Harvard Business Review, Professor Daniel Isenberg outlined key tips for 
governments seeking to jump-start innovation and entrepreneurship 

1. Stop emulating Silicon Valley 

2. Shape the ecosystem around local conditions 

3. Engage the private sector from the start 

4. Favor the high potentials 

5. Get a big win on board 

6. Tackle cultural change head on 

7. Stress the roots 


8. Don’t over-engineer clusters; help them grow organically 




9. Refonn legal, bureaucratic, and regulatory frameworks 

Finally, for the innovation to thrive, established companies and start-ups must feel secure 
enough to invest in developing new technologies.'Ihtellectual property (IP) protections are 
critical, especially if they allow innovators to share in the benefits accruing to external 
parties that license technologies. 

4. Seize the opportunity of large public IT spending to create home-grown IT players 
at scale 

Governments in the Middle East spend huge information technology (IT) and service 
budgets mostly on goods and services from international companies. In 2015, the Middle 
East’s total IT government spending in the Middle East was more than ($ 8.2) billion, which 
is five times more in ratio to the GDP compared with the USA IT government spending. 


- Instead of outsourcing the digital, the government should use their massive spending 
power to grow local capabilities by facilitating public-private partnerships with local 
or regional players. Their high rate of spending could enable a spillover effect and 
ensure sustainable growth in the local digital companies and vendors. 

- The government should drive a consolidation program of local IT providers and 
support joint ventures, mergers, and acquisition activities with the local IT 
fragmented small players. 

- Establish local content requirements across the value chain. Local regulation would 
encourage the growth of domestic support industries that have a realistic chance of 
success with a parallel objective of keeping production costs competitive. 
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Saudi Arabia is following this last path: in December 2015, Saudi Aramco launched an 
initiative called In-Kingdom Total Value Add (IKTVA) aimed at increasing investment, 
economic diversification, job creation, and workforce development within Saudi Arabia. 
This model of promoting local content can be applied in the digital space to boost local 
capabilities. 

5. Take the once-in-a-lifetime opportunity to create critical digital platforms for the 
region 

- Create local and regional platforms to overcome the dependence on imported digital 
services. 

- Regional players should consider joint ventures to reach scale across regional 
borders. 

- Joint ventures with international players that are willing to localize key parts of the 
value chain to build local capacity. 

- The government should act as an enabler and orchestrates these deals to ensure 
sustainability and fit into the local ecosystem. 

6. Step up the collaboration between corporations and digital disrupters in the region 

Large corporations, SMEs, and family-owned business often struggle to drive innovation 
from inside the company. Today, the threat of digital disruption is low; so many companies 
have yet to tap into external opportunities to innovate. For example, the investments in, and 
collaboration with start-ups are limited. 

Corporations should invest in transforming their culture to take higher calculated risks in 
innovation. The partnerships between companies and innovation centers as well as co 
working spaces to create a center of excellence that than can then promote a digital culture 
to the whole organization. 

7. Embrace agility through digital to address the ever-faster business environment 

The digitization is not a one-time addition to the customer channels. Hence, the digital 
needs to be approached as a continuous practice to respond to an ever-faster business 
environment. 

Therefore, the companies should seek to understand the agile and lean operations, including 
Scrum, design thinking, lean start-up methods, DevOps, and a ‘build, test, fail, rework’ 
attitude. In the digital world, it is better to fail fast than to over engineer a digital service or 
process that is already outdated by the time it is launched or ill-suited to market needs. 
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8. Scale digital VC funding and increase visibility of investment opportunities 

- If the private funds do not operate at scale, the government should act as an enabler 
by subsidizing and reducing the risk of venture capital. 

- The government should serve the SMEs by facilitating their access to funding 
schemes to support the adoption of digital assets. 

- To overcome the current low visibility of start-up investment opportunities. 

The Middle East has a high concentration of wealth with various family offices and 
sovereign wealth funds, but these investment pools are often disconnected from the start¬ 
up scene. Global platforms such as Gust, which connects start-ups with investors, 
demonstrate ways to address this transparency gap. So far ($ 1.8) billion has been invested 
in start-ups via Gust. Also, the region’s awareness and use of crowd funding platforms such 
as Kickstarter should be increased. 

9. Create digital curricula and seamless learning pathways from primary schools to 
higher education into employment 

Digital talent is scarce across the Middle East, and the fast-growing digital economy is 
increasing the demand for highly skilled technical workers. 

- Curricula from primary schools to higher-education institutions need to be tuned 
toward digital and address cognitive, social, and behavioral as well as technical skills 
and particularly critical thinking. 

- Digitization of the learning process, from equipping classrooms with smart boards 
and tablets to establishing a truly blended or online learning environment. - 

- To establish digital curricula across the Middle East, countries should exchange best 
practices and digital learning assets across borders. 

10. Rethink how to attract and retain digital talent and reconsider applicability of 
nationalization to digital 

- To build the digital capabilities in-house. In the short run, the country must ensure a 
sufficient pool of digital talent. Companies can pursue digital build-operate-transfer 
partnerships (in which they work with an external vendor to build the solution, 
operate with adjustments, and then transfer capabilities for the owner to run 
independently). 

- This model ensures that the critical digital talent is injected into the organization as 
a catalyst at the start of a digital transformation program, which then attracts and 
builds the required in-house capabilities. 

- Since most of the Middle East countries lack the talent required for digitization but 
meanwhile they must address the nationalization concerns, the region should adjust 
policies to encourage digital talent to join local firms. Easing the visa policy in Saudi 
Arabia, for example, could help lower the barrier to attracting talent. Also, a 
relaxation on nationalization scores could be explored for scarce digital talent. 
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In the longer run, companies should develop a 360-degree talent management approach 
from attraction, on boarding, and training to retention. More particularly, companies need 
to manage their talent in a digital age on different levels. 

At the attraction level, companies should have a compelling vision. They should also use 
online labor platforms to match the labor supply and demand. Such platforms are already 
useful more than just for the recruitment, i.e., beyond the hiring process, companies can use 
the digital tools to develop a pipeline of employees with diverse skills. As a result, 
organizations can not only get smarter about the workers they team together and deploy for 
specific initiatives and tasks but also address the capabilities they will need in the future. 


The transformation towards an e-government in KSA 

The e-govemment is linked to the use of ICT such as computers, computer networks, and 
the internet to facilitate the provision of the e-govemment products and services and to 
improve the interaction between the government and the citizens, as well as other parties. 
The era of the hierarchical government bureaucracy should come to an end. There is a 
fundamentally different model emerging which is called the ‘e-govemment’ in which the 
government executives redefine their core responsibilities from managing people and 
programs to coordinating resources fo^ producing public value”. In the e-govemment 
initiatives, the transformational efforts usually encompass all the major organizational 
dimensions including the strategy, structure, people, technology and processes as well as 
the principal external forces such as the citizens, suppliers, partners, and regulators. The e- 
govemment represents a fundamental change; therefore, the resistance to change from some 
stakeholders is possible. There are some reasons behind the resistance to change such as 
the lack of skills to use the new technologies; people do not understand the ‘big picture’ 
and the application of the new technologies lead to a redefinition the organizational 
structures and the power distribution. The individuals are not really resisting the change 
itself but rather they may be resisting the loss of status, loss of pay, or loss of their comfort. 
However, there are some models to treat the problems associated with the transformation, 
such as Kotter’s eight-step model for transfonning organizations (Kotter, 1995) and Jick’s 
ten-step model for implementing change (Jick, 1991). 
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Exhibit57. The changes towards the adoption of the e-government 


1 

Traditional ways 

E-government services j 

Mode of services 

Service to citizens 

Self-service in many operations 

Goal 

Citizens in lines 

Citizens on line 

Expectation 

Digital exclusion 

Digital participation 

Change 

Paper intensive 

Government on line 

Management style 

Transaction intensive 

Knowledge management 

Orientation 

Production cost. Efficiency. 

User satisfaction and control, flexibility 

Leadership style 

Rules, Commands and control. 

Flexible management, inter¬ 
departmental teamwork, facilitation and 
coordination. 

Organizational 

structure 

Top down. Hierarchical. 

Innovative entrepreneurship, multi¬ 
directional network with central 
coordination, direct communication. 

Communication 

Centralized, formal limited 
channels. 

Formal and informal, direct and fast 
feedback, multiple channels. 

Interaction 

Documentary mode and 
interpersonal interaction. 

Electronic exchange, non-face-to-face 
interaction. 

Process 

organization 

Functional rationality, vertical 
hierarchy of control. 

Horizontal hierarchy, network 
organization, information sharing. 


The adoption process 
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The dissemination of innovation can be defined as the process by which an innovation is 
communicated through certain channels over time among the members of a social system. 
The innovation-decision process can lead to either adoption, which is a decision to make 
full use of an innovation as the best course of action available, or a rejection, which is a 
decision not to adopt an innovation. The innovation theory focuses on two groups of 
variables, those related to the internal organizational attributes and those related to the 
external environment in which the organization exists. The implementation of an IT system 
goes through six stages, the initiation, adoption, adaptation, acceptance, use, and 
incorporation. The adoption process as suggested by Spence (1994) goes through five 
sequential steps as illustrated in the Figure below (Al-Shehry et al., 2006). 
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Exhibit58. The five sequential steps of the adoption process 



s# 

The reasons for adopting the e-government in KSA 

There are (350) organizations in the public sector in KSA, each with its budget. Therefore, 
there are various motivations fofithe adoption of the e-govemment in KSA. These reasons 
can be classified into political, economic, social, technological and managerial reasons. On 
the political side, the e-govemment can increase the citizen participation in the political 
processes; building trust between citizens and their government by improving the 
government’s image and perhaps facilitating the democratic elements by enabling voting 
online. The economic reasons include attracting foreign investment that could provide jobs, 
the cost reduction, for both, the government itself and the adopter of the e-govemment 
services. According to a report for the National Electronic Commerce Coordinating Council 
(2000), the government agencies can save up to (70 %) of their costs by moving their 
services online (United Nations, 2001). The social benefits of e-govemment include better 
delivery of government services. It can make learning and education available for citizens 
and offer citizen empowerment through access to information. Moreover, services can be 
more readily brought to all citizens across the country, particularly those with special needs 
and the elderly by enabling citizens to obtain government infonnation through a single 
portal at any time and from any location equipped with Internet access. The managerial 
reasons behind the adoption of e-govemment include reforming the public sector, leading 
to more efficient government management with increased accountability and transparency. 
This can help reduce corruption and prevent many (but not all) of the human errors that 
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manual processing entails. For employees and managers, it can bring convenience and 
efficiency (Al-Shehry et al., 2006). 


Exhibit59. The motivations for adopting the e-govemment in KSA 


Political Reasons 
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Economic 

Reasons 


Social and 
Cultural 
Reasons 


Geographical 

Reasons 


Managerial Reasons 


Demographical 

Reasons 


Moreover, there are social and culture advantages for the adoption of the e-govemment in 
KSA. The adoption of the e-govemment can provide the access to the government services 
to more Saudi women who are not able to leave their homes for various reasons, and to the 
disabled citizens who cannot access the government services in the traditional ways. Also, 
it can provide work opportunities for females. There are more than (2 million) pilgrims who 
come to KSA every year; therefore, the e-govemment system could be a perfect solution 
for the complex services required at this particular period of the year. 
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2- The consumer and marketing perspective 

In a survey conducted in 2008, the social networks users indicated that any business should 
use the social media to solve problems (43%), obtain user feedback on products and 
services (41%), enable the consumer to interact with the brand (37%), and market the 
product to the consumer (25%). On the other hand, the companies in this same study 
indicated that the benefits they have got by being present on the social media are the 
improved consumer’s feedback about the product (78%), the improved public perception 
of the company or the brand (75%), the improved customer support (71%), the improved 
customer satisfaction (66%), and the increased sales (40%) (Smith, 2009). 

The most common metrics used by marketers for evaluating the social media still are the 
number of likes, tweets, reviews, and click-through-rates (CTRs) for the online ads. The 
majority of marketers do not use the cause-and-effect links between the medium and market 
results. The basic logic that marketers use to defend their investment in the digital media 
advertising is typically related to the huge number of likes, retweets, or reviews that they 
get on their products. However, there is a justifiable skepticism about this data because 
farming services spike these numbers. In fact, past researches indicate that one in three 
online reviews is fake. For ($50) a marketer can buy (1,000) Likes, (5,000) Twitter 
followers, or (200) Google +ls. Past survej^mdicate that around (8%) of internet users 
account for (85%) of the clicks on display Ads, and (85%) of the social media updates come 
from less than (30%) of a company’s social-media audience. 

The posts from the top brands on Twitter and Facebook reach just (2%) of their followers 
(existing followers, not new feustomers) and only (0.07%) of those followers actually 
interact with those posts. In fact, the internet users are more likely to climb the Mount 
Everest than click on a banner Ad. It is now common to hear some marketer say that the 
social media is ‘really’ about awareness, not sales. The companies that get social media 
should be relentless givers who connect with consumers instead of promoting their brands. 

Further, the literature indicates that -concerning the shopping and social media activity- 
online and offline behaviors interact. They are complements, not substitutes, and marketers 
ignore these interactions. The vast majority of communications on social media sites are 
between friends who are within few miles of each other. The same is true about the available 
data on buying behavior. The way people use the internet is largely shaped by where they 
live, the presence of stores nearby, their neighbors, and local sales taxes. 

Therefore, the business success requires linking customer-acquisition efforts with a 
coherent strategy. Marketers cannot do that if they are not clear about the differences 
between hype and reality when it comes to buying and selling. Marketers should care about 
this distinction for reasons that go far beyond making even more ads more viewable. The 
companies’ abilities to make better use of their resources are important for the society, not 
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only the shareholders. It spurs productivity, and productivity — not just tweets and selfies 
— is what spurs growth (Cespedes, 2015). 

The effective social media measurement should start by giving less weight to the traditional 
return on investment (ROI) approach. Hence, instead of emphasizing their own marketing 
investments and calculating the returns in terms of customer response, managers should 
begin by considering consumer motivations to use social media and then measure the social 
media investments customers make as they engage with the marketers’ brands. Handling 
the measurements this way takes into account not only the short-term goals such as 
increasing sales in the next month via a social media marketing campaign or reducing costs 
next quarter due to more responsive online support forums, but also the long-term returns 
of significant corporate investment in social media. 

In essence, the digital age has not changed the rules of marketing. There still is no 
alternative for truly understanding your target consumer (audience). Rather, it has offered 
extensive ways of entertaining and engaging the target audience. In the case of traditional 
marketing, the attention paid to the consumer has sometimes been dethroned by the 
attention given to the product into the company’s marketing strategy. In the digital 
marketing case, the focus remains on the consumer, on his correct identification, on his 
needs, in order to lay the basis of effective communication strategies toward him. 



Need Understanding - the common drivers for social networking 

The social media emerges and then significantly grows because of its social networking 
ability, which satisfies the need of users to maintain their social identity. The literature has 
identified and recognized the social aspect of the social media and empirically examined 
the role and effect of social identity in driving consumer online behavior. Therefore, the 
‘online use intention’ has been examined by previous researches and all reported that virtual 
community members with a stronger sense of social identity are more likely to have a 
stronger desire to participate in an online community (Dholakia et al. 2004). Another study 
indicates the direct effect of social identification motivation on the intention to engage in 
online communities. These lines of researches support the proposition that social identity 
is one important driving factor that encourages online use behavior (Lee et al. 2011). 

The spread of social media also fosters a new form of commerce, which is the social 
commerce. The social commerce engages online social interactions and transactions 
through the social media technologies (Huang and Benyoucef, 2013). The social commerce 
represents a combination of social and commercial activities. The social identity theory 
contributes to purchase behavior in various consumption situations. In a commercial 
context, consumers’ identification toward a company has been reported to contribute to a 
higher level of desired behavioral outcomes such as consumer loyalty and willingness to 
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buy. Therefore, the social identity plays a key role in driving the purchase intention of 
online users (Madrigal, 2001). 

The social identity theory suggests that people define themselves based on personal and 
social aspects that depict a person’s distinct characteristics (personal traits and abilities). 
The social aspect is the perception of belonging to a human group, which is part of an 
individual’s self-concept, which derives from his knowledge of his membership of a social 
group, together with the value and emotional significance attached to that membership. 

There are three necessary components for an individual to develop identification with a 
group: (1) Cognitive: It is the person’s awareness of membership and includes the self¬ 
categorization process (based on work, affiliation, nationality or gender), (2) Evaluative: 
refers to the group self-esteem, the value connotation related to this membership awareness, 
(3) Affective: it is the emotional investment in this identification (Lam et al., 2010). 


Exhibit60. The effect of the social identity on the purchase and use behaviors 



When a member of an online social network develops identification toward social media 
platforms, he is more likely to continuously use the platform and engage in purchase 
behavior. Therefore, the social identity is able to serve as a common factor that drives both 
the use and the purchase behavior at the same time. 

The affective dimension of the social identity has a greater influence on use behavior, 
whereas the cognitive and evaluative dimensions of the social identity have a more 
significant effect on the purchase behavior. Therefore, there is a distinction between the 
three different components of the social identity, for the purchase behavior the evaluative 
component is twice as influential as the effect of cognitive dimension. Only the affective 
identity is able to influence the users’ use behavior (Wang, 2017). 
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The affective component is the primary driver that affects people’s tendency to behave 
regarding their group membership. People may cognitively associate themselves with a 
specific group (self-categorization) without behaviors regarding that membership, i.e., they 
may have no emotional attachment to the group. The mere categorization into a social group 
is not always accompanied by an emotional commitment to the group. Thus, the in-group 
behavior is not a natural outcome. When members emotionally commit to a social group, 
they are more likely to perform in-group behaviors, such as patronage to online 
communities in the social media context. 

The social commerce evolves from the social interactions developed in the social media 
platfonns; therefore, the purchase behavior is less likely to occur without observing the use 
behavior. Active members are more likely to engage in purchase behavior as an in-group 
behavior of members to satisfy their need to identify with the group in the social media 
context. Once the group member forms a positive value connotation to the social group and 
evaluates this membership to be valuable, this individual is more likely to conduct in-group 
behavior as a support to the group and to increase self-worth. 

A 

The cognitive dimension represents a conscious awareness of the person’s membership in 
a social group, and without this membership awareness, the individual has no foundation 
on which to define his social identity. Therefore, the cognitive identity should precede the 
other two identities (affective and evaluative). Once the awareness is well established, the 
desired outcome behaviors may then be observed (Wang, 2017). 

The social identity theory offers managerial implications for social media managers. In fact, 
managers should acknowledge this theory and consider focusing on user identification 
toward their social website or application to encourage both the use and the purchase 
behavior of their consumers. Without understanding the drivers of use and purchase 
behavior on social networking sites, managers are not able to drive the purchase behavior 
of their online consumers. Managers could be doing well in attracting consumers and 
engaging them, but they are still not able to drive the consumers’ purchase behavior toward 
the product. Therefore, managers should invest in the development of user identification as 
a marketing lever that helps building a consumer base not only by encouraging the use but 
also by discouraging the ‘quitting’ behavior. 

This approach enhances the marketing effectiveness through resource allocation for a 
common driver with a dual effect on two desired outcome behaviors. Therefore, if the 
marketing goal is to generate further use behavior, managers should focus on developing 
users’ affective commitment to the site. On the opposite hand, if the purchase behavior is 
the objective of the marketing managers, then cognitive and evaluative identities are more 
suitable to maneuver (Wang, 2017). 
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User understanding - knowing the persona of your digital consumer 

This is the first step for a manager and is very often overlooked. If you want to create an 
online digital experience, then the starting point would be to ask yourself: who is the 
campaign to be aimed at? Who is my online competition? Are they currently doing it well? 
What is the added-value that my competition is offering in the digital experience? What do 
my customers specifically want from me? How can I make it easy for them to choose my 
product or service over competition? What is the added-value I am offering to my 
consumers in their online experience with my product? 

Therefore, the first step is to better understand your consumers and your competition. Not 
all users engage with the internet through a browser anymore, so it is better to find out early 
whether you need to build a website, a social media page, or a smartphone application. The 
conclusions will provide you with a clear view of your market potential and will help you 
better understand the short and long term opportunities in the online digital experience. 

The true understanding of the potential of the digital media comes at the crossing point of 
access, usage, and attitudes. There are two dimensions that differentiate connected 
consumers, and each of them has its own implications for how marketers could reach them. 
When we take into consideration the two dimensions together, we end up by having four 
different personas with core behavioral characteristics that are similar no matter which part 
of the world the consumer is located. 

1- The digital influence whicbvs the degree to which a consumer is connected 
throughout the day across multiple devices. This dimension measures the degree to 
which the digital is influencing a connected consumer’s life. This influence increases 
with the improving internet access. Typically, a higher degree of connectedness 
would result in higher consumption of online video, a greater engagement with e- 
commerce, more multi-screening and the use of multiple online touch points in the 
path to purchase. At the extreme, this also means a reduced consumption of 
traditional media. 

2- The social influence which is the degree to which the social media connection and 
content is important to the connected consumer. Do they feel the urge to check their 
Facebook or twitter all day? Are they vocal online, or more voyeuristic? Are they 
likely to respond to branded content on social channels? Do social media play a role 
in their purchase decision making? 

Briefly, is your consumer the type of person who embraces social media, warts and all? By 
knowing the answer to this fundamental question, a marketer can determine whether a 
strategy led by social content is the right tool for your target audience. 
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Exhibit61. The internet users’ global segmentation 
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Leaders: they are known by their constant and energetic participation in the virtual world, 
their curiosity about technology and their heavy dependence on it. They form (30%) of the 
online population across the world. In some central European countries, they reach (40%). 

Functionals: they fonn around (30%) of the digital population globally. They are cautious 
and slower adopters of technology. They are skeptics in their interactions with the digital 
world, and they are relatively reluctant online shoppers. 


Observers: they form around (10%) to (20%) of the online population globally. They are 
curious about technology, and seek pride by knowing about the latest technology. However, 
they differ from leaders by their lack of interest in social media. They are a niche group 
whose adoption of the digital media and digital devices is driven by their interest in the 
functionality of the technology rather than the social engagement. 


Connectors: they are the opposite of observers. Their interaction with the digital world is 
driven by the engagement of the social media. Connectors fonn around (15%) to (20%) of 
the online population, globally. They are not especially interested in having the latest 
devices - provided the ones they have are good enough for accessing social media and 
connecting with friends and family. In the SEE, connectors fonn a lower portion of the 
digital population compared to the world average (TNS BBSS, 2016). 
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Nowadays, the media and the digital landscape is fragmented with the increasing multi¬ 
device behavior, complicated path to purchase and the new social networks disrupting the 
status quo, while IM platforms swiftly shift to social media outlets among the continuing 
prophecies for the imminent death of traditional media. Such diversity poses a lot of 
challenges to brands in defining their customer segments efficiently, especially when they 
operate a big portfolio of products on different markets. 

However, such complexity offers the opportunity of targeted approach towards consumers 
in the era of increased digital personalization, while the assumption that traditional digital 
platforms are ousted from daily media routine once digital comes into play is far from being 
the absolute truth. It is true, however, that there is a great degree of complexity in targeting 
the new type of connected consumer in a meaningful and effective way. 


The difference between the different types of users and countries whether economically, 
culturally, socially, technologically, and even politically make an influence on consumers’ 
behavior and their response to digital marketing activities. Therefore, it is important to 
understand first the behavior of your digital consumer. 

If the persona of your digital consumer is not identified correctly, the entire inbound 
marketing strategy will become a fiasco because the inbound marketing is adapting the 
content to the buyer persona who came naturally and voluntarily to the product. Therefore, 
the definition of the consumer persona'plays a central role in your inbound marketing 
strategy (Patrutiu - Baltes, 2016). 

<v 
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Social media is more important to small businesses 

Consumer engagement or what is sometimes called Consumer Online Brand Related 
Activities (COBRAs) is one of the key elements in every social media strategy. 
Unfortunately, most of the companies implement basic digital strategies that focus mainly 
on the first phases of the consumer engagement or COBRAs, which are the phases of 
‘consumption’ i.e. number of views and the ‘contribution’ i.e. number of likes or retweets. 
However, small companies should place much emphasis on the ‘creation’ phase i.e. 
effective and relevant content to consumers and the ‘collaboration’ phase i.e. 
communication between the company and the consumers, and between the employees of 
the company and the consumers. 

A unique role of the social media is that it enables consumers to talk to each other (word- 
of-mouth). Small companies must benefit from these conversations between consumers to 
get more innovative ideas, feedback to enhance product features and benefits, increase 
awareness of their brands, attract and engage prospect consumers and hence build loyalty 
to their brands. 

•V 

Small businesses should construct their digital media strategies on the amplification of the 
word-of-mouth marketing. The strategy will enable the small companies to conduct free 
market research by understanding their consumer needs and behavior, generate new product 
ideas, develop existing products, enhance the customer service, and build the company’s 
reputation over time. Therefore, the presence of small companies on various social 
networks is very beneficial for the growth of the company (Kumar, 2015). 

1 - The social media marketing is using unconventional means to achieve conventional 
goals through the use of creativity, community talks, and relationships for very low 
cost compared to the big budgets needed in case they depend only on the traditional 
marketing tools. 

2- The messages about the company or information about the brand that are shared on 
the social media channels reach millions of consumers and prospects in an extremely 
short period. It gives small companies the advantage to grow the awareness faster 
and more efficiently. 

3- The social media marketing is a very effective tool to reach the target consumer, and 
to drive targeted traffic to the companies’ website or blogs, instead of diffusing the 
message to a non-targeted consumer by depending on the traditional communication 
tools. The social media platfonns provide marketers with consumers’ profiles (age, 
gender, social class and location). 

Therefore, there are three social networks that form a strong base from which to build a 
social media platform for a growing company or brand. 
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1- Twitter: It is important because of its ability to connect instantly to a massive 
number of consumers and to effectively promote products online and getting them 
noticed immediately. It is a good tool that provides the consumers with the product 
updates and interesting news. Twitter is a very good research tool, because small and 
large businesses that cannot afford a research budget can use twitter to monitor what 
people are saying about the brand, the completion, or the product category the brand 
is available in. Twitter is a free resource reaching a global community. Marketers can 
use search.twitter. com and hashtags to monitor what people say about the brand. 
Twitter is a good place to create a buzz, gives prized to consumers, contests, and to 
create polls. 

2- Facebook: The fan page helps to promote a brand and build an engaged and organic 
fan network. The Facebook is a dynamic tool to encourage the participation and 
interaction of the brand’s fans with the brand. The fan page is a potential for virility 
and an excellent way to offer exclusive contests. The fan page should provide strong 
content that is valuable to consumers, the brand posts should be shareable and 
engaging. 

3- Blog: Creating a blog or redesigning the legacy site on a dynamic blog platfonn is 
an important component of the online branding. The blog is a tool to build trust; 
therefore, it is the cornerstone for a social media platfonn (Smith, 2009). 


Embracing the Inbound Marketing 

The most successful campaigns always speak to consumers in a way that is interesting and 
engaging, beyond the scope of the product itself, and they provide entertainment beyond 
the scope of the hard sell. Therefore, instead of the old outbound marketing methods of 
buying ads, buying email lists, and sending text messages, the inbound marketing focuses 
on creating quality content that pulls consumers toward the product, where they naturally 
want to be. 

The digital audience consists of sophisticated and discriminating individuals. Those 
prospects can block the outbound marketing messages of all kinds. They skip television 
commercials with DVRs, hide the internet ads with pop-up blockers and web content filters, 
and screen the incoming phone calls with caller ID. Therefore, reaching out and connecting 
with them through print, radio commercials, and cold calling, is not effective anymore. 

Therefore, the core form of digital marketing is the ‘inbound marketing’, which represents 
an organic marketing form, which is based on the close relationship between the company 
at its consumers or prospects. Those digital consumers have expressed their interest in the 
company’s products voluntarily and have been attracted and involved by a high quality of 
the content marketing. Hence, the digital marketing primarily involves the creation of a 
relationship of trust and loyalty with the consumer and inbound marketing becomes the 
main aspect of the digital marketing. 

The essence of inbound marketing is to have^n open and smart communication towards 
your consumers, who turned their attention to your products voluntarily, and to create a 
personal relationship with them by promoting a relative content adapted to their needs. 

Exhibit62. The difference between the Inbound and Outbound marketing 


Inbound marketing 

Outbound (traditional) marketing 

The marketing strategy aims to win the 
interest of the target consumer. 

The marketing strategy pushes the 
product to the consumer. 

Highlights the product indirectly, in the 
context in which the consumers identify 
themselves as the product’s target. 

Promotes the product to the audience 
directly. 

It is a content marketing. It aims at 
capturing the consumer’s attention, 
pushing it towards the purchase. 

It produces faster results if the ads are 
placed well and suitable to the target 
audience. 

The lack of quality content inevitably 
leads to the failure of the company’s 
digital marketing strategy. 

The level of trust in the information 
provided is much higher. 

It identifies the target and adapts the 
communication to its needs and 

The message is not flexible and 
sometimes expensive to be quickly 
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expectations. Consumers’ interest plays 
a vital role. 

adapted to the changing consumer needs 
and expectations. 

Permissive form of marketing. 

Consumers voluntarily agree to be 
identified as your target, and are not 
disturbed by your communication to 
them. Newsletters and social networks 
involve the voluntary subscription. 

Invasive form of marketing. Your 
message could reach people who are not 
interested in your product and they 
could be turned-off by your message, 
forever. 

The efficiency is superior to the 
outbound marketing because it allows 
better targeting of the audience and a 
better adaptation of the product’s 
communication to them. 

The efficiency is lower because the 
target audience could not be reached in 
full, instead, the message could be 
delivered to uninterested audience. 


The characteristics of an effective inbound marketing platform 

The inbound marketing turns strangers into customers and then promoters of the product 
(Patrutiu-Baltes, 2016). 


1- Content creation and distribution: the content should be targeted to specific 
consumer persona. The content should answer the basic questions and needs of the 
prospects and consumers. The content should be shared far and wide to reach 
consumers and prospects on the different digital platforms. 

2- Lifecycle marketing: the content should be able to create promoters. People start 
off as strangers interested into the content, satisfied with the content, frequent 
visitors, loyal followers, contacts, and consumers. Specific marketing actions and 
tools should be used to help transform those strangers into promoters. 

3- Personalization: the content should be tailored to the wants and needs of your 
prospects and consumers. Understanding the persona of your user is crucial to better 
personalize your content and messages. 

4- Multi-channel: the inbound marketing is multi-channel by nature because it reaches 
and approaches individuals where they are, i.e., in the channel where they want to 
interact with you. 

5- Integration: the content creation, publishing, and analytic tools should all work 
together like the wheels of a machine to allow you to focus on publishing the right 
content in the right place at the right time. 
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Digital is not always the answer: The Integrating Marketing 
Communications (IMC) 


Marketers should coordinate all their online and offline communications activities, and do 
not depend on one at the expense of the other, or in isolation from the other. The empirical 
research provides evidence as to how online and offline communications can interact by 
tapping into different stages of the consumer decision journey. The academic research 
suggests that the different communication tools have different impacts on the consumer’s 
decision journey. Therefore, to be able to decide on exactly which communications to 
employ, it is necessary to understand the interaction effects that may arise. For example, 
empirical research demonstrates that a coordinated TV-radio and TV-print campaigns can 
improve recall and lead to more favorable attitudes. The synergies between displays and 
price promotions, or between feature advertising and price promotions, are greater for low- 
tier brands than high-tier brands (Batra and Keller, 2016). 


Exhibit63. The communication outcomes from various communication 
options 
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Notes: +++ (greatest influence); ++ (medium influence); + (least influence). 
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Therefore, it is important to understand the consumer processing of communications, 
especially the resources and mindsets a consumer brings to the reception and processing of 
different messages. The processing of these messages can lead to different outcomes in 
terms of consumer knowledge, attitudes, and action tendencies. The extent to which each 
of these outcomes occurs depends on the interactive effect of the consumer characteristics, 
processing context, and message content. 

Understanding the consumer processing of communications 
A - Consumer characteristics 

If the motivation, ability, or opportunity are lacking for any reason, the consumer 
processing to the communication will be impaired or may not even occur. While the 
motivation and ability to process information are consumer-level factors, the opportunity 
to do so is detennined in large part by the nature of the medium itself, as well as the 
processing conditions (context) under which the message is received. 

1- The motivation: the desire to process the incoming information varies with the 
extent to which the consumer views it as potentially helping with the brand choice. 
It increases with the level of perceived risk and the degree to which the category- 
level need is salient or pressing. 

2- The consumer ability: the ability to process the information depends on the amount 
of prior familiarity and knowledge-* with the brand and category. Therefore, 
consumers at the early stages of®? category search might not be able to process in- 
depth attribute-level brand comparison information. However, they still can 
understand which brands are more versus less relevant for their brand choice 
decisions. 

3- The consumer opportunity: the opportunity to process the information received. It 
is mainly affected by several aspects of the time and place of the message exposure. 

Hence, the interactions across the motivation, ability and opportunity factors can have 
important implications for IMC planning. For example, a mobile brand message may tap 
into high-motivation processing situations but it is low in the processing opportunity; 
alternatively, the social media messaging from the trusted peers might be very high in 
credibility but low in its ability to convey detailed information. 

B- The processing context - the situation 

The opportunity to process the information received is affected by the time and place of the 
message exposure. For example, if the consumer is under time pressure or in a physical 
setting where he cannot process the communications in depth, then the message processing 
will not happen. Therefore, the mobile or billboards are more suitable for reminder 
messages, or messages that trigger actions rather than messages that aim to persuade 
through detailed information. The online video and TV are suitable to the messages that 
inject more emotion and imagery into brand perceptions. 


107 


C- The communication content characteristics 


The communication has various characteristics such as its modality, its execution and 
message information, and its source credibility. These various characteristics influence the 
resulting outcomes from the exposure. For example, music, celebrities, special effects, sex 
appeals, and fear appeals are all examples of attention-getting devices to increase consumer 
motivation to process a communication and build awareness and salience. However, they 
may direct the processing away from the brand or its message in the process, hurting 
preference formation. 

The nature of the medium can itself affect the opportunity to process. For example, the 
smaller screen size of a mobile message can limit the processing depth, while detailed 
infonnation can be provided on a website that permits extensive brand-related processing 
by consumers, assuming that they are attracted to the website. This detailed infonnation 
may lack credibility and may not motivate the consumers unless it is attributed to a 
trustworthy message source (Batra and Keller, 2016). 


The communication outcomes 

As indicated previously, the consumer processing that result from the exposure to a 
communication - affected by the communication characteristics, consumer, and the context 
- can create several different possible communication outcomes. These multiple possible 
outcomes vary in their importance to the marketer, depending on the stage of the 
consumer’s processing journey. 

xV 

These communication outcomes include 

Jr 

1- Create awareness and salience: The salience occurs when the brand is associated 
with a wide variety of cues sucf^hs the category situations and the need states, so that 
the brand is recalled easily and often. Therefore, with really new products, the 
awareness of both the unmet need and the brand to satisfy that need may be required. 

2- Convey detailed information: To persuade the consumers about a brand 
performance, it requires that they appreciate the benefits of the product and 
understand why the brand can deliver better those benefits (product attributes, 
features, and characteristics that function as reasons to believe). 

3- Create imagery and personality: Successful brands must offer tangible and 
intangible benefits. 

4- Build trust: Even when the consumer receives and processes the information of the 
message, he might not use the product in judgment and decision making if it is not 
sufficiently credible and trustworthy. Therefore, the product and the message 
authenticity are required by the consumers. The increasing usage of the social media 
communications from friends and peers indicate the great importance of messages 
that come from similar and trusted, rather than distant and motivated sources. 
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5- Elicit emotions: The mechanisms such as the transfer of cultural meaning included 
in a brand’s message can increase the perceived added value. Some brand benefits 
help to elicit different types of emotions that affect the consumer decision making. 

6- Inspire action: The brand message information that is received, processed, and 
accepted may shape the brand preference and choice, however, still not lead to action 
and behavior because there still could be a disconnect between the cognition, affect, 
and behavior. Therefore, particular kinds of messages are required when the goal is 
the inducement of action and behavior for those who are already favorably 
predisposed to the brand. 

7- Instill loyalty: Consumers form an assessment of how satisfied they are, by 
comparing their consumption experience with their expectations. Shaping the 
consumer satisfaction is part of a larger objective of reinforcing loyalty and avoiding 
consumers’ defections. 

8- Connect people: The brand satisfaction leads to brand repurchase and loyalty, but 
may not create brand advocacy. For the advocacy to occur, the consumer needs to 
engage and frequently interact with the brand and develop a sense of brand love. The 
brand love arises when the brand becomes meaningful in a symbolic and emotional 
- not functional - manner. Therefore, the brand needs to send consumers the types 
of messages that would motivate them to pass these messages along to others. 



Exhibit64. The factors affecting the consumer communication processing 



Modality T Brand & product | Source credibility T Execution 
characteristics I information I characteristics I characteristics 
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Therefore, when developing an IMC program, marketers should be ‘media neutral’ and 
evaluate all the communication options on the basis of ‘effectiveness’, i.e., how may desired 
effects does a communication create? And ‘efficiency’, i.e., at what cost are those outcomes 
created? Hence, marketers should care about achieving their communication goals and 
moving consumers along in their decision journey. Therefore, any means of 
communications that would facilitate those goals should be considered. 

The communications matching models 

The communications matching models match the expected main and the interactive effects 
of different media options with the communications objectives for a brand, sequencing the 
former to best match the dominant need at different stages along the consumer decision 
journey. 

Hence, the communication matching models consider the need gaps in consumer 
knowledge and behaviors in tenns of where different targeted consumer segments are 
versus where they need to be, relative to the brand’s needs, and then suggests the most 
appropriate media combinations that should best meet these need gaps at each stage along 
the journey. Therefore, to develop the communications matching model, it is necessary to 
identify the communication outcomes that marketers actually desire at the different stages 
of the consumer decision journey. 

By knowing both, the kinds of outcomes that different communications create and the kinds 
of outcomes that marketers want at different stages of the consumer decision journey, it is 
possible to derive the kinds of communications that would be most helpful to marketers as 
consumers move through their decision journey. 
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Exhibit65. The possible communication needs and objectives at different 
stages of the consumer decision journey. 



Communication Needs and Objectives 

Decision journey stage 
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Notes: +++ (greatest influence), ++ (medium influence), + (least influence) 

o- x 

1- Stage 1: The consum^recognizes that he has an unmet need or want and begins to 
think about what kinds of products or services might satisfy it. 

2- Stage 2: The consumer then begins to consider which specific possible brands might 
best satisfy that need or want. 

3- Stages 3 and 4: The consumer will next try to actively learn more about the various 
brand options that seem capable of satisfying the category-level need or want. 

4- Stage 5: The consumer then decides which pieces of infonnation are both credible 
and diagnostic and, thus, relevant to choice. 

5- Stage 6: Next, the consumer has to decide how much the preferred brand is worth to 
decide on the extent of his willingness to pay the asked-for-price. 

6- Stage 7: Even if a favorable willingness-to-pay judgment is rendered, consumers still 
have to follow through to make the purchase. 

7- Stages 9 and 10: The consumer then has to weigh whether he wants to repurchase 
the brand over time. 

8- Stages 11 and 12: Some consumers may then choose to engage in a positive word- 
of-mouth for the brand or even become brand advocates and missionaries for it. 
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Exhibit66. The relative strengths of different communication options across 
the consumer decision journey 



Communication Options 
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Notes: +++ (greatest influence), ++ (medium influence), + (least influence) 

The previous table illustrates how different types of media vary in their effectiveness at 
different stages of the consumer decision journey. Therefore, a brand needs to fonn an 
overall or segment-level assessment of where its target consumers are on this decision 
journey. The brand needs to quickly and automatically aggregate data from various sources 
to decide how its media dollars should be allocated at that moment, what kinds of messages 
and tonality should be used, and at which locations and times these messages should be 
sent. 

The communication optimization model 

After these decisions have been made and a communication plan has been tentatively 
developed, the communication optimization model comes at this stage to provide a top- 
down evaluation of the proposed communication program in terms of how efficiently it 
maximizes main and interaction effects. The model helps fine tune the communication 
program to ensure optimal integration by helping marketers to answer the key question: 
How do I know if I have a fully integrated marketing communications program? 
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Exhibit67. The IMC conceptual framework 
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Bottom-up communications matching 
model 




Although several criteria may be relevant to assess the integration, the following 7Cs are 
helpful regarding capturing the key considerations raised by much prior IMC research 
(Keller, 2013). 


1- Coverage: The proportion of the target audience reached by each communication 
option employed, as well as the amount of overlap among those options. 

2- Cost: The cost to arrive at the most effective and most efficient communications 
program. 

3- Contribution: The direct main effects and the ability of a marketing communication 
to create the desired response and communication effects from consumers in the 
absence of exposure to any other communication option. How much does a 
communication - by itself - affect consumer processing and build awareness, 
enhance the image, elicit responses, induce sales, or affect any other stage along the 
consumer journey? 

4- Commonality: The extent to which common associations are reinforced across 
communication options. The extent to which different communication options share 
the same meaning. 
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5- Complementarity: The extent to which different associations and linkage are 
emphasized across communication options. The communication options are more 
effective when they are used in tandem, ideally in the most appropriate sequence. 

6- Cross-effects: The communications used in tandem are more powerful when they 
interact and create synergistic cross-effects with other communications through 
proper sequencing. Such effects can occur between online and offline media. For 
example, promotions and online solicitations can be more effective when combined 
with advertising (Nielsen, 2002). 

7- Conformability: How well does the communication confonn to the different 
characteristics and communication needs of different consumers? It refers to the 
communication versatility and the extent to which a particular marketing 
communication works for many target consumers in many times and places. In any 
IMC program, consumers will encounter communications in different orders or 
sequences, or perhaps not at all. Any particular message may be new to some 
consumers, but not to others, and, for any one consumer, it may be preceded or 
followed by a completely different set or sequence of communications from the 
brand. Therefore, the ability to work at two levels - effectively communicating to 
consumers who have or have not seen a communication and will or will not see other 
communications - is critically important. 

Therefore, marketers should bear in mind several themes when developing their IMC 

1- The current consumer decision journey requires much more carefully designed and 
implemented IMC programs to ensure maximal results. Marketers should deploy 
state-appropriate media and messages in optimal sequence. 

2- The new media options increase the ability of marketers to target specific outcomes 
with greater precision. Different communication options have different strengths and 
weaknesses and generate different types of effects on consumer knowledge and 
behavior along consumers’ decision journey. 

3- There are much interaction and synergy that exists across communications. Different 
types of information in different communications interact and combine to change 
consumer knowledge and behavior. These interactions vary depending on the 
sequence in which different communications are processed. 

4- Marketers can choose the communications options that are more likely to collectively 
achieve brand objectives by recognizing the direct and indirect changes in knowledge 
and behavior engendered by different communications. 

5- The digital communications options offer robust effects that influence consumers 
directly as well as indirectly by how they interact with many other digital or non¬ 
digital communication options. 
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Brands succeed when they breakthrough in culture - The Crowd Culture. 

Companies have spent billions of dollars for producing content on the social media, hoping 
to build audiences around their brands. But consumers haven’t shown up. 

In the early days of that era, companies borrowed approaches from popular entertainment 
to make their brands famous. They used short-form storytelling, cinematic tricks, songs, 
and empathetic characters to win over audiences. This early form of branded content 
worked well because the entertainment media were oligopolies, so the cultural competition 
was limited. Companies could buy their way to fame by paying to place their brands in this 
tightly controlled cultural arena. Afterwards, brands infiltrated culture by sponsoring TV 
shows and events, attaching themselves to successful content. Since fans had limited access 
to their favorite entertainers, brands could act as intennediaries. These early pre-social- 
media digital efforts led companies to believe that if they delivered Hollywood-level 
creative at the internet speed, they could gather huge engaged audiences around their 
brands. Thus was bom the great push toward branded content. These brands were not 
counting on new competition, which came not from big media companies but from the 
crowd. 

The rise of the social media has transformed how the culture works. The new technologies 
allowed audiences to opt out of ads and hence made it harder for brands to buy fame. Now 
brands have to compete directly with the real entertainment. The digital crowds became 
powerful culture innovators (crowd culture). The digital crowds are now so effective at 
producing creative entertainment that it is impossible for companies to compete. 

Historically, culture innovation flowed from the margins of society, from fringe groups, 
social movements, and artistic circles that challenged the mainstream norms and 
conventions. Companies and the mass media acted as intermediaries, diffusing these new 
ideas into the mass market. The social media has changed everything. The social media 
binds together communities that once were geographically isolated, greatly increasing the 
pace and intensity of collaboration. Now that these once-remote communities are densely 
networked, their cultural influence has become direct and substantial. These new crowd 
cultures come in two types: the subcultures, which incubate new ideologies and practices, 
and art worlds, which break new ground in entertainment. In the YouTube or Instagram 
rankings of channels by number of subscribers, corporate brands barely appear, instead you 
will find entertainers you have never heard of, appearing as if from nowhere. Consumers 
have little interest in the content that brands communicate; very few people want it in their 
feed. Most consumers view the branded content as clutter, as a brand spam. 
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The cultural branding principles 

Iconic brands are cultural innovators. They leapfrog the conventions of their categories to 
champion new ideologies that are meaningful to consumers. As a result, they enjoy intense 
consumer loyalty, superior sales, and profits and gamer loads of free media coverage. The 
rise of the crowd culture diminishes the impact of branded content and sponsorships; it has 
greased the wheels for an alternative approach called ‘cultural branding’. 

1- Map the cultural orthodoxy: the brand promotes an innovative ideology that breaks 
with the category conventions. Therefore, it first needs to identify which conventions 
to leapfrog. 

2- Locate the cultural opportunity: dismptions in society cause orthodoxy to lose 
traction. Consumers begin searching for alternatives, which opens up an opportunity 
for innovative brands to push forward a new ideology in their categories. Before the 
social media, the influence of these dismptions remained locked within a small 
fraction of the society. The crowd culture blows up the effect of these dismptions 
into the mainstream and makes them to search for new ideologies. The crowd culture 
converts an elite concern into a national social trauma. 

3- Target the crowd culture: brands succeed when thfey jump into the crowd culture 
and takes on its cause. By targeting novel ideologies from crowd cultures, brands can 
find a way to stand out. 

4- Diffuse the new ideology: brands should promote the new ideology through 
traditional and social media and make it the center of their strategy. 

5- Innovate continually using cultural flash-points: a brand can sustain its cultural 
relevance by playing off particularly intriguing or contentious issues that dominate 
the media discourse related to an ideology. Brands must continue to lead on 
flashpoint issues with products and communiques. 

Therefore, to brand effectively with social media, companies should target crowd cultures. 
In the pursuit of relevance, most brands chase after trends, but this is a commodity approach 
to branding as many companies are doing exactly the same thing with the same generic list 
of trends. It is no wonder consumers do not pay attention. By targeting novel ideologies 
flowing out of crowd cultures, brands can assert a point of view that stands out in the over¬ 
stuffed media environment. Companies need to shift their focus away from the digital 
platforms themselves like Facebook and YouTube toward the real locus of digital power - 
crowd cultures - that are creating more opportunities than ever for the brands. The brands 
will not succeed with Facebook or YouTube strategies, but with a strategy that leverage the 
crowd cultures. The brands can win the battle for cultural relevance with cultural branding 
(Holt, 2016). 
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It is of no surprise that Facebook has recently declared that its focus would shift from 
making ‘the world more open and connected’ to giving ‘people the power to build 
community and bring the world closer together’. 

‘Please like me’: The mere act of liking a brand does not affect 
consumers’ behavior or increase purchasing 

Marketers often justify their digital media spending by arguing that attracting social media 
followers and increasing their exposure to a brand will ultimately increase sales. But those 
arguments contain a fatal logical flaw because marketers conluse cause and consequence. 
It’s possible that getting people to follow a brand on social media makes them buy more. 
However, it’s also possible that those who already have positive feelings toward a brand 
are more likely to follow it in the first place, and that is why they spend more than non¬ 
followers. 

As social media has grown as a marketing channel, so too has enthusiasm for its potential 
to drive sales. However, a recent survey of (427) marketers at United States of America 
companies shows that (80%) are unable to quantify the value of their social media efforts. 
In a study of Fortune 500 companies, (87%) .of chief executives acknowledge that they 
cannot document that social media creates new customers. Therefore, marketers are 
frustrated by social media—they are using it the wrong way. Amplifying efforts with 
advertising can provide higher returns on investment while creating an opportunity to 
connect with the most-loyal customers. 



Social media doesn’t work the way many marketers think it does. The mere act of endorsing 
a brand does not affect a customer’s behavior or lead to increased purchasing, nor does it 
spur purchasing by friends. Supporting endorsements with branded content, however, can 
have significant results. The social media pages are gathering places for loyal customers, 
they can offer brands a unique source of customer intelligence and feedback from a crucial 
cohort. Anned with this knowledge, marketers can build new, more successful social media 
strategies. 

In classic marketing, the word-of-mouth endorsements by peers have been shown to 
increase sales. However, the value of endorsements may be lower on social media, for 
several reasons. First, on many platforms, including Facebook, Twitter, and Instagram, 
following does not guarantee brand exposure for either endorsers or their friends. Second, 
some Facebook users appear to like brands indiscriminately or for various one-off reasons, 
for example to get a discount. Another reason why liking a brand does not influence online 
friends is that liking is a very weak endorsement; it doesn’t carry the same weight as a real- 
world recommendation. 
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As social media swelled in popularity over the past 10 years, many predicted a revolution 
in marketing strategy. It was common to hear about the end of ‘push marketing’ (brands 
promote and advertise their goods and services) and the rise of ‘pull marketing’ (efforts to 
draw customers in through social media and other channels). Therefore, marketing on social 
media will be ineffective if it uses only pull tactics. The modem social media marketing 
playbook should combine new and traditional approaches (John et al. 2017). 


Marketers need to unlock the power of likes 


1- Makes likes work for you: Marketers could overcome this obstacle by monitoring their 
social media channels for eloquent endorsements and integrating those endorsements 
into their marketing messages. There are some examples, such as collecting favorable 
customer-generated content by tracking hashtags and re-posting or re-tweeting them, 
adding consumers’ photos to the brand’s pages. Brands could also adopt the increasingly 
common practice of ‘ seeding’ social endorsements by paying influencers to try the brand 
and send endorsements to their followers. 


2 - 


Make endorsement meaningful: The endorsements and referrals more generally, can 
spur action. People are more likely to download and use an application if a friend 


recommended it than if they are merely told that their friend had downloaded it. The 
‘deeper’ social media endorsements could close the effectiveness gap between real- 
world and digital recommendations. For example, Facebook posts indicating that a 
Facebook friend is using a product—not just that he likes it—increase the chances that 
a member will use the product too. The effect is pronounced when product users send 
their friends personal messages of recommendation. However, encouraging this level of 
engagement with a brand can be difficult and expensive. When it comes to highlighting 
customers’ engagement, brands will find it fruitful to choose online postings and other 
user-generated content that are more creative and meaningful than simple likes. 


3- Use pull marketing to find your best consumers and listen to them: This need not 
entail recruiting new followers through flashy content and other lures; in fact, such 
tactics might backfire by attracting people who are not strongly attached to the brand. 
Marketers pursuing this option should favor organic growth, letting customers seek out 
the brand. Almost by definition, the people who go to the trouble of finding a brand on 
social media will be its most devoted, and thus most valuable, customers. As a group, 
these customers are a great asset as they will enthusiastically provide feedback to 
improve product development, management, and delivery; defend the brand against 
unjustified complaints; and be early adopters of and evangelists for new offerings. For 
example, the use of social media channels to gather customers’ ideas for new products 
and to tout new product lines, asking customers to publish images of their own product 
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ingredient mixes on Instagram and subsequently sold some of the customer-created 
products through its website, use the Twitter account as a customer feedback tool; in 
addition to responding to customers’ tweets, marketers could show that they are listening 
by prominently posting their estimated response time in the Twitter header (and 
updating it every five minutes). When consumers know that their voices will be heard 
they are more willing to offer information and might even cause them to be more civil 
when they -inevitably- have complaints (John et al. 2017). 

Understand the typology of the brand’s fans on the social media 

Attracting fans to the brand’s social media page is a valuable marketing communication 
strategy. To understand the value of a brand’s fan, the marketer needs to acknowledge that 
not all fans are created equal. The marketer needs to understand what causes the people to 
become fans in the first place. The Tike’ button makes the fan receive updates from the 
brand in their news feed, which is considered a straightforward tool to engage consumers 
in the co-creation of marketing communications. 

wN/ 

The fans could be clustered into four classifications, and each cluster has its fans’ profile. 

1- Fan-atics: They are highly engaged on social media and offline. 

They have greater loyalty and love for the brands they Tike’, and they generate more word- 
of-mouth (WOM) about those brands than other groups. They most likely will Tike’ a brand 
to create an impression among theitxsbcial media friends, and they have the highest level of 
self-monitoring. They use the brand as a form of impression management, cognizant of the 
observations of others in their social network. This group of fans is concerned with the 
‘status’ that the brand creates to them. These fans are the most materialistic group because 
they perceive their friends as having the same ‘status’ as they do. There is a positive 
relationship between materialism and brand loyalty. These fans seek to find out more about 
the brand by recognize, too, that the brand creates a positive impression on their social 
media pages. This group of fans tends to be females, and they have stronger social ties than 
other groups i.e., they interact more frequently with a closer group of friends. They consider 
themselves as they upbeat of the group, with higher self-esteem, and they view themselves 
as opinion leaders and seekers. The social media for this group is considered as a source of 
information, a mean to connect to their social group, and a tool for creating a desired image. 

2- Utilitarians: They ‘like’ the brand to gain incentives, but no real brand 
connection. 

They have the least positive attitudes about the brand, and they are the least likely to 
consider the brand ‘liked’ to be self-expressive. They Tike’ the brand to gain incentives; 
therefore, they are called utilitarians because they respond to incentives i.e., they ‘like’ the 
brand when it offers incentives, and for them, the brand offers little self-expressive value. 
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This cluster has lower brand loyalty, lower brand love, and they offer the least WOM for 
their brand. They are the least in eliciting the opinions of others or offering opinions to 
others; therefore, the brand holds little value as a tool for creating an online ‘status’ for 
them. They adapt behavior according to situational cues of appropriateness; therefore, they 
have a medium level of self-monitoring, which is exhibited more when they are offline. 
They are the least group concerned about creating an image through liking a brand, instead, 
they use other aspects of their profile on social media to project a desired self ‘status’. 


3- Self-expressives: They ‘like’ the brand to make an impression on others. 


They ‘like’ brands that are self-expressive, reflecting the social-self, they have lower brand 
loyalty, and brand love than the Fan-atics. They offer more WOM than other groups. 
However, the WOM that arises from an altruistic need to help others is distinguished from 
the WOM offered to create an impression among others on a social network. Hence, this 
group is concerned with the WOM that creates an impression. This group chooses the self- 
expressive brands because they are high in self-monitoring and lower in self-esteem than 
other clusters. The main reason for becoming a fan to a brand is the image creation, they 
are more concerned about the opinions of others, and the brand plays a symbolic role that 
allows them to create an ideal-self on the social media networks. They want to achieve a 
desired social image through brands. 

4- Authentics: They are unconcerned with image, but their ‘like’ is genuine. 


They express a positive relationship with the brand that they ‘like’, as they have high level 
of brand loyalty and brand love and offer WOM in support of their preference. They are 
not concerned with the self-expressive brands; therefore, it is possible that the brands they 
‘like’ reflect their true offline brand 'relationships. This group is less concerned with 
adapting their behavior to suit the opinions of others, as their self-monitoring is the lowest 
of all groups. They seek the opinions of others, and don’t consider themselves as opinion 
leaders; however, they exhibit high level of self-esteem which allows them to seek the 
advice of others. These fans ‘like’ the brand because they genuinely like it, rather than just 
to create an impression or social status; which is reflected in their high level of brand loyalty 
and brand image. Therefore, they are authentic because they like the brand, online and 
offline. 
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Exhibit68. The fan typology on social media 


Fan-Atics 

Self-Expressives 

Utilitarians 

Authentics 

Brand is self- 

Brand is self- 

Brand is not self- 

Brand is not self- 
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- Highest WOM. 

- High WOM. 

Lowest WOM. 
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Lower number of 
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Facebook friends. 
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Claims highest self¬ 
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Low opinion 
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seeker. 
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opinion seeker. 

Likes mainly are to 

opinion seeker. 

medium opinion 

Likes due to genuine 

create image. 

Likes only to gain 

seeking. 

interest and create 

Mainly males. 

incentives. 

Likes are only because 

image. 


Mainly males. 

of genuine interest. 

Likes for incentive 



Mainly females. 

although not the 




primary motivation for 




liking. 




Mainly females. 




x cF 


This framework provides a perspective in relation to a brand-related behavior, rather than 
a brand-related activity. The results of this study suggests that the WOM is not always due 
to altruism but can also serve the self-expressive function to impress others on social media 
networks. Additionally, the results suggest a disconnection between brand fans online and 
offline brand relationships. For example, authentic fans, who shy away from liking self- 
expressive brands online, may have high brand loyalty and brand love offline. Conversely, 
the consumers who like self-expressive brands and enjoy talking about the brand to others 
on social media, may have little brand loyalty and brand love offline. 

Therefore, marketers should be aware that there is a disconnection between Tikes’ and 
brand consumption, and they should distinguish between the fans, based on their reasons 
for Tiking’ a brand on social media. The brands that offer extrinsic rewards or incentives 
can reduce intrinsically driven behaviors, which is consistent to the tactical marketing 
model of sales promotions. The sales promotions have an effect on buying, driving the 
increase of buyers to purchase the brand during the promotion; however, after the 
promotion the consumers probability of purchasing the brand returns back to its steady 
level. Therefore, marketers should be aware that fans who like the brand because of the 
incentives it offers on social media do not change their level of loyalty to the brand as a 
result of the promotion (Wallace et al., 2014). 
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The digital word-of-mouth 

The consumer information search (CIS) is defined as the stage of the decision making 
process wherein consumers actively collect and integrate infonnation from various sources 
prior to making a choice. The search process usually includes both internal search wherein 
consumers retrieve information from memory that has previously been gathered through 
external search or direct experience and external search in which various types of sources 
are accessed. The CIS has some dependent and independent variables that are interrelated. 
The dependent variables include measures such as total effort (e.g., time spent), breadth of 
search {e.g., number of sources used, types of sources used, or both; alternatives evaluated), 
patterns of search {e.g., sequence of access), and outcomes {e.g., satisfaction with decision, 
money saved). The independent variables include almost 60 variables that have an effect 
on the external search. The independent variables can be categorized into individual 
difference variables, product and product attributes, types of information sources used, and 
order of access (Klein and Ford, 2003). 


There are various fonns of the digital WOM that can affect the different stages of the 
consumer purchase process. They also can be targeted to reach influences and, as such, 
their impact also can be powerful via offline WOM as influences communicate with others 
offline. These digital events help to build the awareness, interest, consideration, and 
purchase of a variety of consumer products and services (Fulgoni and Lipsman, 2015). 


The holistic influence of the digital WOM 

* 

The top-lunnel digital WOM: The mass-broadcast social-media vehicles such as 
Facebook and Twitter could be used to target a brand’s influences or to reach directly other 
segments of consumers at scale. Many users of these two vehicles have large numbers of 
friends and followers to whom they can communicate their feedback, thoughts and 
experience about a brand; either online or offline. Once an influencer has been reached via 
digital means, the brand can benefit from the subsequent WOM communication carried out 
by this influencer. 


The mid-funnel digital WOM: The social-commerce channels like Instagram and 
Pinterest could be used as they enable their users to curate from around the visual web 
content that they can share across their networks. Pinterest has a variety of content; 
however, the most popular categories include fashion, apparel, furniture and decor, and 
food recipes. The viewing of such visual content may result in purchase and 
recommendations to others. 


Pinterest users are interested in discovery and are open-minded to the prospect of buying 
something that meets their needs. They are in-market for a potential purchase in a way that 
users of Facebook and Twitter likely would not. Pinterest users are actively looking to be 
inspired by an image that might lead them to purchase. Within this context, the digital 
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WOM can be powerful because these users are asking and searching for recommendations 
and inspiration when they are in the stage of active brand consideration. 

In 2012, Pinterest drove significantly higher retail-site referral per engagement than any 
other social-media platform. Due to its massive scale, Facebook drove the highest overall 
percentage of retail referral (54%), while Pinterest drove (30%). Factoring in that Facebook 
had approximately 60 times the monthly engagement of Pinterest at that time, however, 
meant that Pinterest was driving about a 30-times higher rate of retail referral per minute 
spent on the site. It is a clear indication that it was influencing the consumers at a lower 
phase of the purchase funnel. 

The bottom-funnel digital WOM: When the consumers are close to the point of purchase 
and are looking for additional information and feedback for the brand under consideration, 
they search for product reviews. The most prominent sources of information are Amazon, 
Yelp, and TripAdvisor. The users, who consult reviews on these sites, usually are at a key 
decision point in the purchase process. Therefore, instances of digital WOM can make or 
break conversion if the consumer already has a purchase in mind. 

The digital content marketing (DCM) 

A brand is a story, and it is the company’s job to find a way to make it compelling to the 
target audience. The digital content marketing is the process that identifies, anticipates, and 
satisfies customer needs in the context of digital content, or bit-based objects which are 
distributed through electronic channels (Rowley, 2008). 

The content marketing is the marketing and business process for creating and distributing 
relevant and valuable content to attract, acquire, and engage a well-defined and understood 
target audience with the objective of driving profitable customer action (Content Marketing 
Institute, 2015). 

The use of interactive marketing - Content is crucial 

Marketers can use the interactive media to provide better service at lower cost by delivering 
infonnation about their products or services, to build relationships with online consumers 
in order to identify current users and prospects. For example, an automotive company can 
learn the names and contact details of the prospect car buyers who are interested to ask 
questions about a specific car on any of the social-media platforms, and then forward their 
contact details to the closest dealer for follow up. However, digital marketing can play an 
important role in any category in which it makes good business sense to build relationships 
with one consumer at a time. 
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The categories that are most suitable for the interactive marketing and have high potential 
for building a relationship with consumers on personal level include insurance, financial 
services, travel services, real estate, brokerage, autos, medical services, high-end apparel, 
and consumer electronics. On the other hand, some other categories are low-fit with the 
interactive media and have low potential for building a one-to-one consumer relationship 
such as convenience stores, sporting goods, gas stations, groceries and hypermarkets. 
However, some hypermarkets now are able to shift to the category of high potential for 
building a relationship with one customer at a time because they are able to develop one- 
to-one and tailored-made promotional programs to each individual customer since they can 
track and analyze their previous purchases from the store using the loyalty card. 


Exhibit69. A holistic digital content marketing approach (DCM) 
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The last step ‘relate back to the consumer’ is the most critical part of this approach because 
it requires the marketers to provide the sort of customized interactions that represent the 
true ‘value bubble’ of the digital marketing. This step is critical because it requires the 
marketers to make their digital marketing initiatives part of the existing overall business 
strategy. This represents important internal and external challenges such as how to integrate 
the digital marketing initiatives with existing marketing programs or information systems, 
or to manage the potential conflicts between various channels. Each of the five steps 
suggests a number of issues that marketers must address. For example, what are the most 
effective means to attract users to an interactive application? What is the role of branding? 
What is the optimal ‘content’ and that can ‘relate’ the most to the consumers? The answers 
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to these specific questions will be specific to each given marketer and new research 
techniques are developed to identify the factors that allow brands to get the most of their 
digital marketing efforts. 

However, a digital marketing strategy that only uses the content marketing to boost the 
product sales is not effective because the content marketing should be focused (80%) on 
the consumer’s information and education, and only (20%) on the sales growth (product 
infonnation). 

However, there still is a risk that audiences may feel ‘content fatigue’. Therefore, it is 
important to develop strategies that help the content stand out from the crowd (Flood, 2012). 

Create a standing out online content that consumers can trust 

1- Enlist guest contributors 

Brands can use external sources, such as featured bloggers, luminaries, guest speakers, and 
notable members, to provide some of the online content. The outside experts bring both 
credibility and an established audience. The guest contributors extend the reach of the 
message and deliver new audiences to the online content. 

cF 

2- Let the brand custodian’s passion drive the content 

Using the staffs commitment to the mission and asking team members for editorial ideas 
are great ways to generate quality content. Ask the staff to contribute to blog posts, white 
papers, e-books, newsletters, andv^bther communications. They are a great source of 
authentic content that will inspire action. Letting your supporters get to know your staff 
will engage them with the brand’s mission and message. 

3- Consider part-time writers 

If the brand does not have a frill-time employee with deep knowledge of the subject, then, 
experts who write on a part-time basis may do the job. Those writers will tailor their work 
to the brand’s needs while injecting a valuable external perspective. 

4- Focus on highly ‘sharable’ content 

High-quality content has the potential to generate huge exposure to the brand. The visual 
content, i.e., videos and infographics in particular—tend to be shared the most. There are 
many low-cost tools for creating and distributing visual content. For example, you can use 
www.infogr.am to make infographics at a fraction of what you would pay to hire a designer. 
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The use of interactive digital advertising - Explore consumer attitudes 

first 


The digital advertising 

The advertising through the internet is now an important source of consumer information 
as the internet usage in KSA is in a humongous expansion. The mobile phones facilitate 
even more accurate targeting than the internet for advertisers by providing the opportunity 
to reach their prospective customers when and where it is most appropriate for the 
marketing campaign, while simultaneously offering high interactivity. 

There are four types of advertising within these two marketing communication tools. These 
are the internet-based advertising through the website (e-advertising) and emailing (email 
advertising), and mobile-phone-based advertising (m-advertising) of SMS-type (short 
message service) and MMS-type (multimedia messaging service). Collectively, advertising 
through these two communication tools fonns the ‘interactive digital advertising’. 
However, consumers hold different attitudes towards the four sub-types of interactive 
digital advertising. Also, consumer attitudes influence the adoption of technology-related 
products such as the internet and the mobile phones. For example, some consumers would 
consider the SMS type of advertising as irritating, others could find the MMS type as 
entertaining, while others would consider the website advertising as informative. Therefore, 
their business applications must be continuously evaluated and properly integrated into a 
company’s business strategies and marketing initiatives. Understanding the Saudi 
consumer attitudes towards the different sub-types of digital advertising is critical for 
advertisers in designing the effective promotional campaigns. 

Obviously, the media employed in interactive digital advertising effectively deliver 
messages to consumers and therefore the informative factor should be incorporated into a 
company’s marketing programs. In spite of their informative effect, to some extent, the 
irritating aspect of interactive digital advertising reflects an overloading of information. 
Overexposure to information is recognized as equivalent to unfitted advertising messages 
and is regarded as ‘irritating’. Therefore, efforts should be devoted to tailor advertising to 
consumers’ individual requirements and preferences, and to help marketers design and 
deliver advertising messages that are viewed as potentially helpful and can match or satisfy 
consumers’ needs in Saudi Arabia. 

Unfocused advertising messages should be avoided. The customized, rather than 
standardized, advertising messages that fulfill consumers’ specific informative needs 
should be provided which could help moderate the ‘irritating’ image of the interactive 
digital advertising. The internet-based and mobile-phone-based advertising are not 
generally viewed as highly entertaining. Therefore, advertisers need to develop new ideas 
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to increase consumer perceptions of entertainment value in advertising campaigns. Perhaps 
more amusing advertising programs based on the two digital media should be developed, 
such as delivering ‘advergames’ through the internet and mobile phones. These 
improvements not only help increase the entertaining effect of advertising but also reduce 
the irritation perceived by customers. 

Therefore, tracing the consumer attitudes towards interactive digital advertising is essential 
as they are likely to influence consumer exposure, attention and reaction to individual 
advertisements (Sung cheng et al. 2009). 

Strategies for social media: linking the vision, mission, and goals with the 

metrics 

The social media strategy should be connected to the overall company’s strategy. The 
vision, mission, and goals of the company should be aligned with the metrics’ outcomes of 
social media. Therefore, when planning a social media campaign, some quantitative metrics 
could be used to measure the effectiveness of the campaign, i.e., where to place the ad to 
obtain the best ROI (Harlow, 2015). These metrics include: 

<§> 

Social media sites: unique visitors, cost per unique visitor, page views, visits, return 
visits, interaction rate, time spent, video installs, relevant taken actions. 

- Blogs: conversation size (number of sites, links, and reach of a conversation whose 
content includes conversation phrases that are relevant to the audience), site 
relevance (conversation density, author credibility, content freshness and relevance). 

- Widgets and social media applications: number of applications installed, number 
of active users, profile of audience, unique user reach, growth, number of 
installations per user. 

Rebooting the brand strategy for the digital age 

The most important question that any marketer should ask himself is ‘what is the role of 
brand strategy in a marketing world that is transformed by the digital technology? ’ 

In some cases, there is a disconnect between the strategic intent and the executional focus. 
Many brands may be missing a compelling, coherent brand strategy to inspire and guide 
effective marketing across all channels, including the social and digital media. 
Consequently, marketing seems to be devolving into tactical pursuit, devoid of strategic 
thinking. 

The challenge is not to totally reinvent the brand strategy, but rather to reboot it for the 
digital age (Taylor, 2017). 
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There are three key drivers of success for the brand strategy in the digital 
age. 

1- Deeper insights 

The brand strategy needs to be based on deeper insights into the consumers’ lives, hopes 
and concerns, not just into the products and services i.e. exploring the role of the brand 
in consumers’ lives and culture. The role of the brand in life is a very important point to 
explore and understand because it gives clarity on which culturally relevant 
conversations the brand needs to have a point of view on. A blend of digital and 
traditional techniques could be applied to generate these insights. The data mining, 
social listening, digital research applications, and the direct real-life contact with 
consumers are identified as the fit techniques to generate the insights. The data mining 
can show what consumers are doing, however, the social listening and in-depth- 
interviews explore and reveal the why consumers are behaving as such. 


2- Position on purpose 


a* 


The brand needs to go beyond the role of the product to The role that the brand plays in 
consumers’ life and society as a whole. The brand purpose should be aligned to how the 
brand actually makes consumers’ lives better. Therefore, to be authentic, the brand 
purpose should also be integrated into the brand experience, rather than bolted on as an 
afterthought. 

3- Inspiring brand briefs 

Brand positioning outputs need to be simple and visual, as the basis for inspiring creative 
briefs that work across multiple touchpoints. In fact, some marketers still are 
constructing long stories for a hashtag generation. However, words are not enough. 
More use of visuals and videos help make the brand strategy more inspiring i.e. brand 
magazines, brand story videos and even turning the brand positioning into a movie 
poster. Hence, the simpler, clearer and more visual positioning outputs need to be 
translated into an inspiring creative brief. Also, it is important to be able to adapt the 
message and tonality for different connection points without too much change that leads 
to brand fragmentation and dilution of the brand positioning. 


<*- 




Therefore, the importance of the digital and social media channels shouldn’t be allowed 
to obscure the overarching importance of strategy. The key to creating brand-led growth 
today is not to overlook the brand strategy, but rather to reboot it for the digital age. 

So, what is the cultural truth that your brand could speak about? 
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Exhibit70. The success drivers of a brand strategy (% of importance) 
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The influence of social media on brand loyalty 

The social media has gained high popularity among marketers who have integrated it into 
company’s and brands’ strategies due to its special characteristics and its advantages over 
the traditional media. The messages communicated about the brands develop the brand’s 
awareness, which is the first step in the process of building a brand. On the social media 
the communication about the brand builds its image in the consumers’ mind that can 
strengthen the consumers trust in.'the brand and can stimulate the development of 
consumer’s attachment towards the brand, which in turn enhances the loyalty. The brand 
loyalty is often characterized by a favorable attitude towards the brand and the repeated 
purchase over time. Therefore, the attitude is very important because it leads to behavior. 
The attitude explains how and why the consumer loyalty develops which are difficult to be 
explained by the behavior. The traditional brand loyalty approaches (behavioral brand 
loyalty and attitudinal brand loyalty) have evolved over time. The loyalty framework 
includes five major perspectives that define its dimensions: 

- One-dimensional loyalty: loyalty is related to the share of total purchases, buying 
frequency, buying pattern, or buying probability. 

- Two- dimensional loyalty: attitudinal and behavioral loyalty. 

- Three- dimensional loyalty: a combination of cognitive, emotional and behavioral 
response that reflect the consumer thoughts, feelings, and actions towards a brand. 

- Four- dimensional loyalty: it proposes four phases of loyalty, mainly the cognitive, 
affective, conative, and behavioral phase. The last two stages make the distinction 
between the commitment to buy and the action of repeatedly purchasing the brand. 

- Multi-dimensional loyalty: it considers that brand loyalty is a multi-dimensional 
concept, influenced by all the above factors and also by trust and commitment. 
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The brand trust signifies that the consumer is willing to rely on the brand in the face of risk 
because the brand’s performance exceeds the consumer’s expectation. Therefore, brand 
trust leads to brand loyalty because the trust creates exchange relationship that is highly 
valued between the consumer and the brand. 


The brand affect reflects the consumer’s emotional involvement and attachment to the 
brand. The brand acts as a reflection of self-identity or symbol of something meaningful to 
the consumer, and consumers develop an attachment towards the brands because they trust 
them and consider them close to their lifestyle and values. 

Exhibit71. Conceptualization of brand loyalty dimensions 
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Therefore, the multidimensionality of loyalty shows that focusing only on the behavioral 
component cannot provide a complete understanding of the loyalty concept. 


To highlight the connections between tmst, affect, and loyalty; Gecti and Zengin (2013) 
defined a conceptual model that demonstrates the direct and mediated effects between these 
three elements. This model includes both the attitudinal and the behavioral loyalty and 
considers that behavioral loyalty is a result of attitudinal loyalty. 
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Exhibit72. The relationship between brand trust, affect, and loyalty 



The model presents trust as the result of a well thought and examined process, which has a 
significant impact on consumer’s attitudinal and behavioral loyalty. The brand trust directly 
influences the brand affect, which is considered ttr manifest as spontaneous and immediate 
reaction. The brand affect has a mediating effect between brand trust and attitudinal brand 
loyalty (Orzan et al., 2016). 

Social Media and brand loyalty 

The social media marketing communication needs to follow a brand strategy in order to 
strengthen the brand loyalty. The most important aspect is that the mere presence of a brand 
in the social media will not able to provide benefits unless it is accompanied by the 
consumers’ involvement. In social media, consumers should be able to identify themselves 
with the brand and develop a long-term relationship with it. In this way, “in time, trust 
develops, and people become loyal to brands”. In social media, consumers must be 
connected to a source of emotions and feelings about the brand, which facilitates the 
establishment of long-term bonds between consumers and brands i.e. ‘relationships are built 
on the foundation of brand affect’. Therefore, developing continuous interactions with the 
brand “can add a level of emotional involvement that ties a person to a brand irrevocably. 
The favorable and positive emotions are associated with high level of brand loyalty. Hence, 
based on these aspects, consumers can develop trust and can become emotionally attached 
to brands. 
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In other words, building relationships on the social Web is practically a guaranteed way of 
deepening brand loyalty. Based upon all the theoretical aspects presented above, the 
conceptual model regarding the influence of social media marketing communication on 
brand trust, brand affect, and brand loyalty; is developed. The conceptual model is defined 
based on the following hypotheses: 

1 - There is a direct and positive effect between social media marketing communication 
and trust. 

2- There is a direct and positive effect between social media marketing communication 
and affect. 

3- There is a direct and positive effect between brand trust and brand effect. 

4- There is a direct and positive effect between brand trust and brand loyalty. 

5- There is a direct and positive effect between brand affect and brand loyalty. 


Exhibit73. A conceptual model of brand loyalty in social media marketing 
communication 
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Exhibit71 shows some items used to measure the social media marketing communication. 
They are the most important elements of the communication processes. 

Exhibit74. Measures for the social media marketing communication 


Variable 

Type 
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The reputation of the company. 

Consumertrust in the company. 

The credibility of the message. 

The informative value of the message. 

The attractiveness of the message. 
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The frequency of transmitting the message. 
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Platform used to transmit the message. 

The relevance of the message. 

The interactivity of the message. 



Matching with the brand. 



Fulfillment of needs. 

Brand Trust 


High quality. 



Safety. 


Confidence. 



Sympathy. 


Cr 

Appreciation. 

Brand Affect 

Reflective 

Closeness. 


. v 

Affinity. 



Connection. 



Preference. 



Prioritization 

Brand Loyalty 

X 

Selection. 


Purchase intention. 
Recommendation. 


The conceptual model demonstrates that social media marketing communication has the 
capacity to influence the brand trust, and brand affect which are the two main detenninants 
of the brand loyalty. The above mentioned characteristics of the social media 
communications have a direct effect on the brand trust and brand affect (Orzan et al. 2016). 
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Measuring the social media and the greater digital landscape 

The focus and power of the social media are all about connecting and leveraging the 
personal networks. Therefore, ‘influence’ and ‘engagement’ are key measures that 
marketers have to pay attention to, so they can gain insights into the customers’ activities 
and behaviors (Blowers, 2012). 

Most of the digital marketing platforms have built-in analytics that helps marketers to 
measure the impact and the success of their digital strategies. 

Some sources of the digital impact metrics 

1- Third party tools: they are analytical social media aggregator. They are used to 
gather additional analytics about the brand’s social media presence; examples are 
Twitonomy.com, Google Analytics, and Klout.com. They are all about helping the 
marketer to understand the overall ‘influence’ in the brand’s combined social media 
networks. However, the measurements here are aggregate, i.e., over both continuums 
of time and different networks; therefore, it is hard to^use them as a baseline to 
measure against. The tools capture the daily activities for all the digital channels 
where the brand is available on and chart the data like a stock portfolio. The tools 
provide an analysis of the social media ‘content’ by identifying the subject and 
content areas that the brand is most influential in, i.e., what is actually sticking across 
the brand’s different network followers. 

yr 

2- The digital platform own insights: For example, Facebook’s own insights are easy 
and cost effective. The graphical interface provides an overview of engagement 
measures such as total likes, what people are talking about (posts they comment on 
or share them), and details about the most popular posts. 

3- Asking the consumers for feedback: When consumers make a purchase, they may 
be willing to say their source of knowledge about the brand’s digital marketing 
campaign. Their feedback on the communication content could also be collected 
through online questionnaires or discussion forums. 

Some metrics that allow better understanding of the digital impact include 

Facebook 

1- Total reach: It is an aggregate measurement of ‘influence’ that shows the potential 
users who have viewed or interacted with the content shared. 
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2- Insights: It measures the ‘influence’ for the individual posts and it calculates the 
‘vitality’ which is mainly the percentage of people who have seen the post and found 
it interesting enough to comment on or share. 

Twitter 

1- The user mentions, replies, and the brand’s tweets that are retweeted (shared) by 
other users, are all measuring the level of ‘engagement’ with the ‘content’. 

2- Followers and listed: they are measures that demonstrate the immediate reach circle 
of influence. 

3- The ‘event’ which is a tool that allows exporting the tweets and statistics to an Excel 
spreadsheet so the analytic can further work on the data. 


Improving the company’s digital performance 


The businesses trying to improve their digital performance have a matrix of needs, with 
‘evaluation’ as a key middle layer. 

The top layer represents the areas of activity that are owned by marketing, such as 
determining the digital’s role and goals in the business, the creative strategy, and media 
performance. The middle layer of evaluation encompasses analytics, site optimization, and 
user experience. The bottom layer is the management of the IT resources which, most of 
the time, is provided to companies by specialized agencies. 

Exhibit75. The digital performance matrix needs 
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J 


Creative 

Visual design 
Cont ent g enerat ioi i 
Branding 
imagery 


Media 

Media buying/managernent 
Maximizing return 
Digital media audit 
Media agency review 


Web Analytics 

Track customer behavior: 
Where they come from 
What they view if they return 


Site Optimization 

Segment visitors 
Test content 
Predict behavior 
Optimize search listings 


User Experience 

Build improved content 
Website benchmarking 
Better v isitor experience 
Improved accessibility 


Technology Design 

Solution design 
Requirements gathering 
Architecture 
Data ml egi at ion 


Building 

Project management 
Onshore/offsliore 
Programming 
Database integration 


Maintenance 

Day-to-day operations 
Change m unagemenl 
Bus mess opportunity 
Hosting 


Source: Accenture’s Marketing Sciences 2007 


135 






What the consumer does and how the site works is a critical connection between marketing 
and IT. The best perfonning organizations in digital delivery have a single vision of the 
truth around what their web performance looks like, from consumer behavior, site 
optimization, and user experience perspectives. 

The ‘evaluation’ is what sets apart the higher performance organizations. It has become a 
technology-driven world where everything could be measured. The issue is what should be 
measured and what drives performance (Howell, 2008). 

Private and public sector should drive the digital growth 

The analysis of the digital evolution yields several implications for both public- and private- 
sector leaders as they explore ways to enhance the state of the digital economies across the 
world. First, more digital innovators should recognize that public policy is essential to the 
success of the digital economy. Countries with high-performing digital sectors, such as 
those in the EU, typically have had strong govemment/policy involvement in shaping the 
digital economies. So do high-momentum countries (such as Singapore, New Zealand, and 
the UAE) as well as many Break Out countries (including China, Malaysia, and Saudi 
Arabia). Second, those countries working to accelerate their digital momentum should 
focus on specifics such as identifying and amplifying the country’s unique drivers of digital 
momentum. 

Depending on a country’s level of the digital evolution and its economic advancement, 
there are different drivers responsibleCfor the digital momentum. This has different 
implications for what advanced economies and developing economies ought to prioritize: 
innovation for the advanced economies and institutions for the developing economies. 

The least digitally advanced countries must allocate limited resources wisely. Enabling 
internet access on the mobile phone provides the biggest bang for the buck (Harvard 
Business Review, 2017). 
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Capitalizing on the millennial generation 

The private and public sectors in Saudi Arabia should capitalize and utilize the capabilities 
of the millennial generation in driving the digital growth in the country. The results of the 
research illustrate the power for the young generation to influence and create new 
technology. It is not surprising to find that the millennials are the founders of the most 
successful digital media platforms of today, such as YouTube, Facebook, Twitter, Groupon, 
Foursquare, and Instagram (DeVaney, 2015). 

The traits attributed to the millennial generation include: entitled, optimistic, civic minded, 
close parental involvement, values work-life balance, impatient, multitasking, and team 
oriented. Therefore, organizations, companies, non-profit organizations and institutions of 
the private and public sector should leant how to engage with the millennials, and they 
should be open to trying new ideas and methods because millennials are digitally connected, 
creative, solution-oriented, and self-organized. This generation is motivated as much by 
their personal relationships and human connections as they are by the influences of their 
technology skills and social media (Mottola, 2014). 

The organizations should engage the millennial generation through four approaches 

1- To provide access to the leadership and enable this generation to take an active role 
in the development of their own leadership roles. 

2- To be transparent and alio 1 # this generation the ability to access information on how 
the public and privat£sfector affect the community and about how they raise and 
spend money. 

3- To develop engagement platforms that are social in nature and allow for greater 
discussion both online and offline. 

4- To create an environment in which millennials can develop solutions and execute 
strategies to fulfill solutions. 

Therefore, the government, the employers, and the managers need to provide meaningful 
work that allows the millennial generation to provide input, and help them to feel that they 
are a good fit on a good team. 
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Use the social media messages that connect youth to the nature 

Despite the well-known mental, social, and physical health benefits of spending time in 
nature, youth are increasingly disconnected from the natural areas and the outdoor 
recreation activities. This separation can hinder environmental awareness and opportunities 
for physical, social and mental health enhancement. Therefore, to foster behavior change 
through social media, an understanding of youth perceptions of nature and outdoor 
recreation is necessary to facilitate crafting posts and messages that resonate with their 
strongly held attitudes and motives. It is surprising that although most of the youth are 
almost constantly online, they are also aware of the immense benefits of disconnecting from 
technology. 

Combining themes in social media messages and campaigns - seeking adventure with 
family and friends for greater social interaction - can engage youth through the multiple 
motivations they express. 

There are six themes to help craft effective messages to youth 

A 

1- Unique and novel experience: It represents the dcsirc'.io do something unusual or 
different from the peers. Marketers should tap on the youth desire to engage in out- 
of-the-ordinary activities that feel unexpected and unique. The youth like to go 
outdoors to experience the wonder and to satisfy their curiosity. 

2- Escape: Escaping from a range of stressors such as school, city life, and even the 
technology. The youth seem to clearly understand the value of time in nature as a 
way to release the stress; they view the outdoor experiences as a chance to reconnect 
with the family and friends. 

3- Social connections: Youth appreciate how the outdoors could facilitate social 
bonding, as they get to learn things that they would not at home, and when they are 
in nature, they get to bond more with the people. 

4- Adventure, challenge, and achievement: The youth seek the excitement and the 
adventure of doing something they never thought possible. They want to engage in a 
challenging activity and feel a sense of accomplishment. The adventure theme 
highlights the excitement associated with exploration. The challenge means doing 
something they did not think possible or even better something their friends had not 
achieved, and they appreciate the sense of accomplishment that follows the adventure 
and challenge. Bragging to their friends is a way youth experience achievement. 

Therefore, the marketers should effectively connect with the youth, by designing social 
media messages and marketing campaigns that address the above-mentioned themes. To 
help to convert the youth’ interest into action, the message should be accompanied by easy- 
to-understand access information such as addresses, apps, transportation, and routes. 
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Define a YouTube strategy for brands 


Producing a viral video may allow the brand to create buzz (our XYZ video attracted 4 
million views in a couple of weeks); however, one viral video does not make a successful 
YouTube strategy for that brand. Therefore, marketers need to follow a disciplined 
approach to succeed on YouTube, because viral videos are likely to make losses to the 
brand much more likely than wins. 

YouTube developed a strategy called ‘Hero, hub, and Hygiene’. The concept of this strategy 
is about capturing viewers through search, regularly posted, and good quality content. The 
content is pushed out via advertising and social media. This concept pushes marketers to 
think beyond the viral video, and forces them to think about the content, and to be strategic 
about the content they are creating. This strategy pushes marketers to think about what are 
the goals of the video and what is the best way to get there ( Springer, 2015). 


A-Create content that is based on the user behavior 

The YouTube has defined two types of viewers for the videos. The ‘search’ user that is 
looking for answers to specific questions. The brand’s content, in this case, should be the 
most compelling answer to the question. It is called ‘Hygiene content’. The second type of 
viewer is the ‘browse’ user that is looking to be entertained and ready to be distracted by 
advertising. The content should entertain and inspire through emotional storytelling. It is 






called the ‘hero content’. 

B- Create a YouTube content calendar 
Exhibit76. The types of content on YouTube 


Hygiene content 

Hub content 

Hero content 

-The content that attempts to corral 
and audience via search. 

-It is the need-to-be-there videos 
that consumers expect from a brand, 
such as product tutorials, how-to 
content or customer service advice. 
What is the thing that your audience 
actively searching for regarding 
your brand or industry? What can 
serve as the brand’s 3 65-day- 
relevant, always-on? 

-It is all about getting base hits. 
-Appropriate for brands that want to 
build a community of subscribers by 
frequently posting new videos. 

-The content should be engaging to 
your existing community. 

-It provides regularly scheduled 
programming, and this is the reason 
channel subscribers decide to return. 

It is the content that the brand 
develops on a regular basis to give a 
fresh perspective on your target’s 
passion points. Example is the 
verticalized content about a product 
line. 

-Designed to make a splash. 

-Should only be a small part of the 
brand’s YouTube strategy (few hero 
videos per year). 

-The content is actively pushed out 
to the appropriate audience. 

-What content do you want to PUSH 
to a big, broad audience? A brand 
may have only a few hero moments 
in a year, such as product launch 
events or industry tent-poles. 
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Exhibit77. The YouTube content calendar 


Large 


Hub 


Large-scale, go-big moments 
esigned to raise broad awareness 


Regularly scheduled 'push' content 
^designed for your prime prospect. 


Hygiene 


Always-on, 'pull' content, designed 
for your core target. 


The brand’s channel on YouTube should be well engineered, set up appropriately, contain 
the right content, and videos should be logically organized into playlists so the interested 
users can have a much more pleasant channel experience. However, how can brands or 
agencies reach their target audience? The advertising technology always has the answer. 
Once agencies or brands determine whether they are trying to drive traffic, drive brand 
awareness, or increase sales, software such as Pixability can guide them. In fact, YouTube 
is not a platform for ‘I just want to be on YouTube’; it is a metrics-driven platform that 
brands need to be more specific about (Springer, 2015). 


Resources: 

- Find what consumers are searching for: Visit the YouTube keyword search tool 
to find what ‘search people’ are looking for, www.youtube.com/kevword tool 

- Check what is popular today: Visit the YouTube trends’ dashboard to understand 
what the target is watching now, www.voutube.com/trends . 

- Understand the consumer: Visit the ‘Google Think’ for the latest consumers’ 
trends and insights, www.thinkwithgoogle.com/. 
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Understand the drivers that make the brand’s social content shareable 


The content-sharing on social networking sites such as Facebook has created new 
opportunities for brands to benefit from the consumer-driven viral marketing (electronic 
word-of-mouth). The consumers and prospects share a brand content to their personal 
networks and therefore become impromptu viral marketers and mobilize the brand message 
through the social network on behalf of the brand. Therefore, sharing a response to a brand 
content (step up from a simple Tike’), is highly valued by marketers. Sharing a brand’s 
content demonstrates additional earned (free) impressions on consumers’ social-network 
newsfeed. Sharing a content extends the reach of the post beyond the people who already 
have indicated an interest in the brand’s content. Moreover, sharing a content involves a 
personal endorsement or recommendation to the brand which can carry far more peer 
influence than a simple click on Tike’. The social impressions indicate the number of times 
a post is displayed to an active user within a newsfeed (Yuki, 2015). 

Studies have shown that the content that triggers emotions tends to be shared the most by 
consumers, and the informational value (usefulness) of the message stimulates a pass-along 
behavior on the social networking sites. Berger (2013) suggests six drivers of viral content: 

- Social currency: What you talk about makes how you look to others. 

- Triggers: the stimuli that reminds people to think and talk about certain things. 

- Emotion: the content that makes people feel something about things. 

- Public: showing that other people are using a product. 

- Practical information: crafting a content that is useful to the viewer. 

- Stories: integrating the message into a narrative. 

X 

A-The social currency 

It reflects the private motivations that encourage the person on social media to do more than 
a simple Tike’ and to share an endorsement of a product or service. In general, individuals 
tend to share the posts that would make them appear Took good’, Took intelligent’, Took 
funny’, ‘in the know’, and ‘a trendsetter’, respectively. Therefore, the most two important 
drivers to share a post on social media are the posts that make the person Took good’ and 
Took intelligent’ within his social network. 

B-The emotions 

The posts that trigger anger, sadness, excitement, and happiness are the most shareable 
content on social media. Flowever, the posts that generate happiness and excitement are the 
most significant drivers for sharing a post. The posts that trigger sad emotions are 
significant only when they are related to the passing of a celebrity, public figures or friends. 
The posts that trigger anger are significant only when pertaining to breaking news at both 
the international or local levels. 
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C-The usefulness 

The posts that are considered useful (valuable content) are mainly pertaining to beauty, 
newspapers, retail, and games. However, for sports, automotive, and TV content sharing 
are not considered as useful posts to share. Moreover, the useful content that is considered 
valuable to be shared are the posts that are related to incentive-driven content such as 
coupons, contests, and offers for something new. Additionally, the posts that are considered 
valuable to be shared and that have useful information are the posts that include recipes, 
do-it-yourself tips, and infographics. However, it is worth noting that the useful content is 
not a driver of sharing for young people (18-34-year-old), but a significant driver of sharing 
for the people (35-44-year-old). 

D-The storytelling 

The storytelling is the most significant driver of sharing a post among the six drivers of 
sharing. The be deemed as ‘story’, the content does not have to be long or complex, but it 
needs to have enough substance on the social platform post itself. The most shared 
storytelling posts are the posts that contain photo illustration on,videos. The stories with 
text-only type of posts are less attractive on social media. The graphic nature of the story is 
what makes the story socially engaging and shareable on social media. 

For females, the need to Took intelligent’ topped all the other social-currency drivers. For 
males, the need to Took funny’ is the biggest motivator to share a content. 

Therefore, marketers need more conscious design of the brand posting strategy to reap the 
full benefit of social media and its viral potential; because much of the utility of the social 
content remains on people who are spreading the content that helps the brand. Hence, the 
brands can experience higher shareable content if they can answer the following questions: 

1- Will sharing my brand content make my consumer Took good’? 

2- Will the brand’s content evoke a positive emotion such as ‘happiness’ or 
‘excitement’? 

3- Is the brand’s content useful? Does contain a valuable information that has a strong 
practical added value to the consumer? 

4- Does this content tell a story in itself? i.e., when addressing millennials, does the 
content encourage the consumer to tell his own story? 
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Understand the commoditization effect of the online revolution 


Some industries suffer from the corrosive impact of the unfettered web, and they are 
exposed to the commoditization effect of the online revolution in direct relation to their 
relative vulnerability to information, such as music, film, packaged holidays, healthcare, 
banking, and advertising. The Web 2.0 is never just about the enabling technologies and 
entrepreneurial success stories. The crucial intervention of the Web 2.0 is the shift of the 
language of value, the distribution, and the creation of significant amounts of value; from 
the businesses to the connected consumers. 


In the late 1990s, there was a symbiotic relationship between the web and the consumer. 
The consumer was offered a flow of transformational innovations, and in return, he gives 
back his attention, advocacy, and loyalty. However, over time these two parties have pulled 
together, exerting an irresistible and destructive pressure on the industries caught between 
them. Armed with the information, the consumer can simply browse at the comfort of his 
place all the retail offers, and then use his smartphone to get instant price comparisons with 
e-commerce sites. 


o 




The classic value chain looks like a line of boxes with an arrow pointed at the consumer 
end who is squeezed between the web from one end and the manufacturer from the other 
end. Under the increasing pressure of the web’s infonnation explosion, the pieces of the 
dominoes start to go down, i.e., bits begin to pop out of the value chain, and the fragility of 
the structure takes over. The sector under pressure from all that information devolves from 
being a stable value chain to become a hostile ecosystem. The relationships are disrupted, 
the margins are eroded, and the logistics are pulled apart. The whole relationship becomes 
uncertain because when the chain breaks up, its value falls. 


The technology giants such as Google, Amazon, eBay, Twitter, and Facebook are now the 
king-makers of the entire online economy. They took the lost commercial value of the 
broken value chain - destructed by information explosion - and flipped it across into the 
hands of billions of connected consumers. Each of these technology giants provides the 
connected consumers with a different ‘sense-making tool’, i.e., it enables the consumers to 
construct his personal value chains. The broken value chain has affected the location and 
control of value and who now has the power, the business or the consumer? Information is 
not intrinsically our friend. Nowadays, brands’ advertising finds it increasingly hard to exert 
influence on consumers who are now empowered with the extraordinary new technologies 
that employ the outbound media for the self-expression and the co-creation. Therefore, this 
revolution in new technologies has removed the power and value from the hands of brands 
to place it into the hands of consumers (Bayler, 2012). 
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An example of this value chain break down is while the smartphones are widely used, and 
the consumers are open to brand-linked experiences, services, and appropriate promotions 
via mobile; there remains a disconnect between the cheerleaders of the mobile advertising, 
the revenues that are appearing, and the inability of the vast majority of mobile consumers 
to see a value in advertising to their smartphones. The smartphone is the first ever rich 
media experience to be almost outbound, as they are like extensions of the hand, eye, ear, 
and skin, intellect and expression. This means that advertising to smartphones that is 
inbound and thus interruptive tends to erode the value exchange that the consumer is 
expecting. As a result, it is tangibly lasting irritating more than the traditional excruciating 
TV commercial. Therefore, a dysfunctional model that fails to deliver value to the consumer 
simply fails. 

Therefore, companies should understand that their marketing is about the creation and 
delivery of value, while their advertising is about the communication of this value created. 
In many companies, the data is nowhere near as central to the communication of value as it 
so clearly is to its creation and delivery. Companies should give careful distinction between 
the deep consumer-centricity and the data-based profiling especially the behaviorally-based 
targeting. The traditional consumption-based models of advertising still have a valuable 
role to play for the connected consumers. However, empowered with the extraordinary new 
technologies, they are increasingly disposed to use media for self-expression and co¬ 
creation. In fact, this trend is growing, and who pays the piper calls the tune. Therefore, 
intelligent, sensitive alignment with consumers’ mode is the number one job regarding the 
company’s investment in the data and analytics. 
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Understand the definition of digital as a way of doing things 


Every company wants to go digital. However, the first step is to understand what does that 
mean. It is tempting to look for simple definitions, but to be meaningful and sustainable; 
the digital should be seen less as a concept and more as a way of doing things. The literature 
has defined the digital and broke it down into three attributes: creating value at the new 
frontiers of the business world, optimizing the processes that execute a vision of customer 
experiences, and building foundational capabilities that support the entire structure. 

Exhibit78. The definition of digital from an application perspective 




Underlyingtechnologies and 
capabilities affecting 
everybody and everything in 
corporations, government, 
and personal life. 


New foundations lead to operational improvements of company's core. 



New approaches, practices, 
and systems that combine 
several foundations with the 
goal to improve the 
performance of the 
company's core. 


Improvement of the company's core enables to expand frontiers. 


New 

Frontiers 


New products, 
services & business 
models 

Improved products, 
services & business 
models 


All new or improved 
products, services, and 
business models that are 
advanced or enabled through 
combination of capabilities in 
foundations and core. 


Source: Mckinsey 2016 
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Create a social media policy to build the brand on social media 

With the increasing number of organizations that are using the social media to build and 
promote their brands, trademark and other intellectual property issues are central to the 
company’s decisions regarding how it and its employees should engage with the vast array 
of available social media platforms and resources. Implementing a social media policy is 
critical because it is a tool that includes a wide variety of topics such as whether the 
employees may associate themselves with their employer, who is authorized to speak on 
behalf of the company, the conduct guidelines that the employees should follow, and the 
trademark use. 

A policy should provide broad guidance and set forth principles to inform the online 
interactions of employees, potential licensees, and others who are closely associated with 
the company or the brand. 

Fundamental elements of a social media policy 

c#' 

1- Use of trademarks and logos: The use of the company’s trademarks should be 
restricted, or at least should be limited to designated employees who have undergone 
proper training regarding the company’s branding guidelines (ensuring that proper 
fonts and colors are used and that marks and logos are not altered). The company 
should designate an authorized employee to speak on behalf of the company or the 
brand. The use of the company)* trademarks and logos create a much stronger 
association with the company than stating the employer’s name in a profile of an 
employee on Facebook or Twitter. 

2- Misuse of intellectual property: there are two types of misuse that the policy should 
address. 

a. Misuse of social media by the company’s employee: the inappropriate or 
false statements or improper use of trademarks. The policy should set forth a 
review and a disciplinary process by which the company will handle such 
incidents. However, the company’s response to such violations should be 
proportional, as in some cases the employee may simply need more training 
regarding what is appropriate under the social media policy. 

b. The employee may encounter potentially damaging information: such as 
negative statements about the brand or the company. The media policy should 
establish if and how the employee should engage those who are posting this 
infonnation. The policy should set forth a protocol to report negative or 
infringing content so that the marketing and legal departments can determine 
how to address it. The policy should consider the origin of the content, whether 
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it is actually untrue or simply a critique, which trademark or intellectual 
property rights may be infringed by the content, and the potential damage to 
the company. 


3- Respect for proprietary information: it is important to state in a clear way that the 
employees should not post about or distribute confidential or proprietary information 
on the social media sites. Sometimes, there might be confusion about what 
constitutes proprietary or confidential information; therefore, the policy should 
encourage employees to seek guidance in such cases by designating a point of contact 
who is responsible for determining what is proprietary and what may be discussed. 
Employees must understand that seemingly innocent comments may reveal 
information that is not yet intended to be public. The lack of policy in such cases may 
hinder the ability of the company to protect its brands and trademarks. 


4- Employee association to the employer: the policy should be clear whether or not 
the employee may associate himself with the employer by listing the employer name 
in personal profiles, and conduct guidelines when an association is made. 

a 

5- Guidelines for etiquette: the policy should be clear about the personal responsibility 
for the statements made or any disclaimers required, i.e., stating that the opinions are 
those of the employee personally and do not reflect an official position for the 
company. 

6- Who is authorized to speak on behalf of the company in various contexts? 


7- How and where to refer any media inquiries made as a result of social media postings. 
The policy should reflect the organization’s culture and the privacy. 


Communicating and maintaining the social media policies 

The social media policy need to be both understandable and respected to be effective. The 
language of the policy should be accessible to a general business audience, not only to 
attorneys. The policy should be available to all employees and other who fall under the 
policy’s governance. The company should communicate the business reasons for 
implementing the policy and educating employees about it. The social media policy should 
be revisited and regularly updated to address the rapid evolvement of the social media 
(concerns related to new platforms and technologies that emerge) (Winterfeldt, 2012). 
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The determinants of ‘trust’ in the e-commerce in KSA 


Managing the customer trust, satisfaction, and loyalty attitudes of the e-commerce services 
is very important for the long-term growth of any business. However, the e-retailers 
experience a difficulty in maintaining the customer loyalty despite the recent rapid growth 
in Business-to-Customer (B2C) e-commerce applications. Therefore, attracting and 
retaining the attention of the online shoppers who skim virtual shelves is not an easy task, 
and without a strong incentive for the online shoppers to visit a website and without an 
anchor to keep customers on it, the e-retailers may struggle retaining them in an 
increasingly competitive e-market. Numerous studies have empirically examined the B2C 
e-commerce customer trust, satisfaction, and loyalty attitudes in various countries. 
Therefore, a survey was conducted among the B2C e-commerce customers in KSA to 
identify the factors that influence the Saudi consumers trust and satisfaction with the B2C 
e-commerce. Based on the results of this research, a conceptual framework model is 
developed to summarize the inter-relationships between these factors. 


Exhibit 79. The determinants of ‘trust’ in the E-commerce in KSA 



The construct shows that the customer satisfaction is a direct antecedent of the consumer 
loyalty in the B2C e-commerce. The higher levels of customer satisfaction will lead to a 
greater customer loyalty. Therefore, regardless of how much an online customer trusts an 
e-commerce website, this will not affect his intention to keep purchasing on that e- 
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commerce website. However, the information security, privacy, and trust are important for 
successful and effective e-commerce services. Therefore, for the Saudi consumers to be 
more loyal to the e-commerce business, they need to be impressed by the user interface 
quality and the provided information on the offered product/service, order customization, 
personalized Web pages, and valuable customer service and support provided by the e- 
commerce website. 


Managerial implications 

Even though the millennial generation uses the mobile devices mainly for the entertainment 
purposes, but the excessive attachment to such devices leads to health related problems and 
addictive tendencies towards such devices. This addictive behavior is dangerous on the long 
run because it impacts the total country’s progression in health care, education and 
economy. This addiction to mobile devices leads to less concentration in education classes, 
less productivity at work, and more health care spending. Today’s consumer lives life 
online and offline, so no single source of information is more important. Therefore, the 
brand perceptions and the offline advertising continue to drive the consideration throughout 
the cycles and are important components of the media mix. The digitally connected 
consumers are online so much that they see some shopping behaviors as normal everyday 
social activity rather than part of what they would define as shopping. Therefore, it is 
imperative that brands make the shopping experience easier and simpler. 



Even though a few years ago the era of traditional marketing was predicted to come to its 
end, however, the past studies show that this is not true. It is true that the use of the internet 
is constantly growing and also the number of times people spend on online. Therefore, the 
best solution for a company is to make a combination of the online and offline 
communications strategies. On the one hand, there still is the mature group of customers 
used and attached to the traditional marketing tools like TV, radio, and magazines, and on 
the other hand, there still are the researches and statistics showing that the Saudi millennial 
generation tends to spend more time online. 

The content marketing is the present, and the future of the digital marketing and a digital 
marketing strategy cannot be successful without having a quality content marketing. 
Therefore, companies need to conduct extensive research on the target audience to create 
the content marketing that meets the consumer’s interest. A brand can build the interest that 
transfonns into a lasting relationship with the audience by being relevant, so it wins their 
trust and admiration. 

The control over the consumption of media is little; it is a world where is possible the 
transition from TV to online, from mass media to micro media, from mass marketing to 
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permission marketing. Therefore, the importance of inbound marketing is growing with the 
changes in the purchasing behavior of the consumers. Therefore, companies that succeed 
to have a content strategy are the winners of the digital war. Moreover, the success of 
inbound marketing in the business field is replicated in other sectors such as the political 
and the public sector. Politicians, public figures, non-governmental organizations approach 
their audience, reduce the physical distances and streamlining their communication towards 
their audience through these personalized and direct marketing communication tools. 

There must be as complete understanding as possible of the consumer path to purchase and 
decision funnels for the specific product categories and consumer segments of most interest 
to the brand being managed. There is no single path to purchase shared by all consumers. 
However, there can be a general sense of the kinds of decision journeys taken by different 
sets of consumers and their likely attitudes and behaviors at different stages along the way. 
In formulating these paths to purchase, it is important to adopt a model that reflects and can 
account for the more complex and non-linear decision journeys that characterize today’s 
consumers. 

Marketers must conduct a communications audit of any proposed communications program 
to evaluate how well it is integrated and the extent to which the whole exceeds the sum of 
its parts. The seven criteria identified and explained in the communication integration 
model can provide a useful foundation to assist in such an evaluation. Marketers must 
conduct in-depth communication reviews for the ongoing or already executed 
communications programs because such reviews should assess both the direct and indirect 
contributions to brand equity and sales rareach marketing communication. 

A natural consequence of the spread of social media is that companies face additional 
trademark and brand enforcement challenges. Miscalculating the potential effects of the 
social media, or mismanaging its use, can drain the company’s resources and potentially 
cause lasting damage to its brands and overall reputation. To avoid the potential damage, 
the company should develop a detailed social media policy, as well as an understanding of 
the special intellectual property considerations of social media sites and a corresponding 
brand promotion and enforcement strategy. These tools can allow the company to make 
productive use of the opportunities presented by social media while reducing the potential 
harm and establishing procedures to address damaging content efficiently. 

The Saudi firms’ managers should better understand what are the key factors/areas of e- 
commerce applications they ought to focus on in order to improve satisfaction, trust, and 
loyalty for the online customers. For instance, the user interface design issues are important 
for developing the e-commerce websites that can impact on customer satisfaction, trust, and 
loyalty of B2C e-commerce applications in Saudi Arabia. 
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APPENDIX 


Saudi Arabia Statistics 


Saudi Arabia Statistics 


Total Population 

31,742,308 (2017 estimates) 

Coastline 

2,640 km 

Ethnic groups 

Arabs 90%, Afro-Asian 10% 

Median age 

Total: 27.2 years 

Male: 27.9 years 

Female: 26.2 years 

Population growth rate 

1.5% (2017 estimates) 

Health expenditures 

4.7% of GDP (2014) 

Education expenditures 

5.1% of GDP (2008) 

Literacy rate 

94.7% (can read and write) 

Dependency ratios 

Total: 40.9 

Youth: 36.6 

Elderly: 4.3 (2015 estimates) 

Obesity - adults prevalence rate 

^33.7% (2014) 

GDP - real growth rate 

1.4% (2016) 

4.1% (2015) 

$55,200(2016) 

55,700(2015) 

GDP-per capita 

GDP - composition, by sector of origin 

Agriculture: 2.4% 

Industry: 42.9% 

Services: 54.7% (2016) 

Industrial production growth rate 

0.6% (2016) 

Labor force - by occupation 

Agriculture: 6.7% 

Industry: 21.4% 

Services: 71.9% 

Public debt 

31% of GDP (2016) 

15% of GDP (2015) 

Exports - Commodities 

Petroleum and petroleum products: 90% 

Exports contribution to GDP 

33.75% 

Growth in oil merchandise exports, June 2017 

0.8% 

Export partners 

China: 13.2% 

Japan: 10.9% 

USA: 9.6% 

India: 9.3% 

South Korea: 8.5% (2015) 


Source: Central Intelligence Agency Fact-book 
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Saudi Arabia population, employment and Nitaqat 


10.35 million 

Is the total number of workers in 
the private sector - M.O.L 

1 • 1 million Saudi 
males in the private 


0.4 million Saudi 
females 

8.3 million non- 
Saudi males in the 
private sector 

0.2 million Saudi 
females 


NITA 

1 

1.24 million 

Total number of 
workers in the 
government 
sector 


94.2% 

718,000 

Saudi employees 

Saudi employees 

represented in 

represented in 

the government 

the government 

sector 

sector 

61% 

39% 

Saudi males 

Saudi females 

employed in the 

employed in the 

government 

government 

sector 

sector 


i3.q 

I 


31 mil 


46-64 65 -I 

KSA Population 2016 



Source: Saudi Arabian Monetary Authority 
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YouTube ■ Facebook 


The social media platforms 


• Facebook has declared its new strategy shift from making 'the world 
more open and connected' to giving 'people the power to build 
community and bring the world closer together'. 

• More than two billion members on Facebook. 

• Al Pacino was the first face to appear on Facebook. 

• There are now more than (2) million active advertisers on Facebook. 

• Videos are the most shared content type, and video engagement is up 
by (25%) year-on-year. 

• Facebook stores more than 300 PETABYTES of users' data on its servers. 

• Around (600,000) hacking attempts are made to Facebook accounts 
everyday. 

• Facebook tracks which sites you visit, even after you sign out. 

• Smartphone users check their account (14) times a day. 

• Facebook's user base grows by eight people per second, i.e., 7,246 
people every 15 minutes. 

• In 2015, Facebook boasted (22%) of the worldwide mobile internet 
advertising revenue. 

• Facebook ads that are targeting custom audiences have (14%) lower 
cost-per-clickand (64%) lower cost-per-conversations than the ads 
utilizing interest-or-category-based targeting. 

• One in three people feels more dissatisfied with their lives after visiting 
Facebook. 



• The second largest search engine after Google, its parent 
company. 

• More than 300 hours of content are uploaded every minute. 

• The number of hours watched each month is up 50% year over 
year. 

• Three YouTubers interviewed President Barack Obama after his 
2015 State of the Union speech. 

• Popular YouTube stars — known as influencers — are as popular 
and influential as Jennifer Lawrence and Jon Stewart. The 
younger generation holds a considerable amount of sway. 

• 40% of YouTube traffic comes from mobile phones. 

• The toplOO global brands use YouTube for marketing. 

• 50% of teens consider it their favorite website. 

• More than ($6) billion are spent on advertising on YouTube in 
2015. 

• 265 videos per month are watched on average, for each internet 
user. 

• Subscribers drive 20X engagement over Facebook likes for 
brands. 

• Subscribers watch 2X more content over non-subscribers. 

a Subscription is up 3X year over year. 
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Instagram ■ Twitter 


• Around (350,000) tweets are sent every minute. 

• Twitter has around (328) million monthly active users. 

• Around (80%) of Twitter active users are accessing the 
application through mobile phones. 

• Twitter bought Vine for ($30) million several months before it 
was even officially released. 

• Around (60%) of Twitter users are females. 

• Twitter is available in more than (25) languages, including right- 
to-left languages such as Arabic, Hebrew, and Farsi. 

• It took Twitter 3 years, 2 months, and 1 day to get to the 
billionth tweet. 

• Tweets with hashtags receive (2X) engagement than those 
without hashtags, yet only (24%) of measured tweets contain 
hashtags. 

• Around (37%) of Twitter users are (18-29 year-old), and (25%) 
are (30-49 year-old). 

• Twitter's Q3 2016 revenue were $616 million compared to Q3 
revenue of 2015 is $569 million, up 61% year-over-year, and 
above the previously forecast range of $470 million to $485 
million. 

• Advertising revenue totaled $545 million (US: $374 million, 
International: $242 million), an increase of 6% year-over-year 




• Female internet users are more likely to us Instagram than 
males, at (38%) and (26%), respectively. 

• There are over (600) million Instagram users. Out of them, 
around (400) million are active every day. 

• Around (95) million photos and videos are shared per day. 

• There are around (15) million registered businesses using 
Instagram business profile. 

• It has (1) million monthly active advertisers. 

• 100 million users use the "stories" feature 

• Instagram 

than those without. 

• follow at least one business. 

• Pizza is the most widely Instaerammed foo . directly ahead of 
steak and sushi. 

• 51% of Instagram users , and 35% say 

they look at the platform several times per day. 
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The differences between the e-commerce and the e-government 


| The e-commerce 

The e-government j 

Refers to the commercial use of the internet 
technology to sell and purchase goods or 
services. 

The e-government focuses on delivering their 
services to citizens without generating profit. 

The e-commerce deals with the private 
sector with more freedom for doing their 
own business. 

The e-government deals with the public sector which 
has many features including roles limited by legislation 
and complex accountability. Also, actions must be 
justified and objectives and outputs are difficult to 
state or measure. 

The e-commerce is allowed to choose its 

customers. 

The e-government agencies are responsible for 
providing access to the information and services to 
any citizen and the entire eligible population, including 
individuals with lower incomes and disabilities. 

The decision-making can be centralized and 
easy to make a decision than public sector. 

The decision-making authority is less centralized in 
government agencies than in businesses. This 
dispersal of authority impedes the development 
and implementation of new government services. 

It is designed to be accessible for whom able 
to achieve services. 

The digital divide makes the e-government task of 
providing universally accessible online 
government services challenging 

The commercial view is the main purpose for 
its adoption. 

The politica Inatureofthe govern mentagenciesisa 
feature that distinguishes the e-government from e- 

commerce 

The goal is to generate profit and reduce the In a democratic government, the public sector 
cost. agencies are constrained by the requirement to 

allocate resources and provide services that are 
"in the best interest of the public". 


156 






Quotes from the literature 


“The internet is like a watering hole for humans. We come for easy, inexpensive, and quick 
access to digital information, connections, and entertainment, and in turn it transforms 
individuals, businesses, economies, and societies” (Zikiene and kalmakhelidze, 2016 p. 48). 

“Nowadays, the internet consumer is accustomed to the free information” (Swatman et al. 
2006). 

“The digital content and the digital products are conceptualized as bit-based objects 
distributed through electronic channels. The distribution process and the actual commodity 
acquired, for the digital products, are digital. Examples of digital products are electronic 
journals, online news, e-books, online directories, music downloads, software updates, 
online health advice” (Koiso-Kantilla, 2004). 

“Social media has created a dilemma around how we reach people. We cannot solicit 
directly on social media - yet that is where people are doing their business, it is where they 
are networking, it is where they are getting their information and making a lot of decisions 
in their lives” (Dixon and Keyes, 2013). 

“In the era of Facebook and YouTube, brand building has become a vexing challenge. This 
is not how things were supposed to turn out. A decade ago most companies were heralding 
the arrival of a new golden age of branding. They hired creative agencies and armies of 
technologists to insert brands throughout the digital universe. Viral, buzz, memes, 
stickiness, and form factor became the lingua franca of branding. But despite all the hoopla, 
such efforts have had very little payoff’ (Holt, 2016). 

X 

“Social media lends itself as a natural extension of customer service. If you have any 
presence online, your consumers will expect that you are immediately available to help 
them and answer their questions” (Murray, 2010). 

“Once audiences could opt out of ads, it became much harder for brands to buy fame. By 
targeting novel ideologies from crowd cultures, brands can find a way to stand out. Crowd 
culture converted an elite concern into a national trauma” (Holt, 2016). 


157 


References 

J' 
& 

/ 


£ 


158 




< 


S' 






o 


159 


‘Doing Business: Measuring Business Regulations’ (2016), The World Bank Group, 
available at: www.doiiiKbusiness.oru , (accessed: 5/9/2017). 

‘Enabling Seamless Lifelong Learning Journeys—the Next Frontier of Digital 
Education in Digital Europe: Pushing the frontier, capturing the benefits—A 
collection of sector-specific insights, Digital McKinsey, June 2016. 

‘Innovation in the Gulf Cooperation Council (GCC) Governments’ (2015), 
McKinsey Center For Government. 

‘Louisiana digital interactive media and software development incentive’, 
Louisiana Economic Development, available at: 

www.opportunitvlouisiana.com/incentives/digital-interactive-media-and-software- 

development-incentive : (accessed: 15/9/2017). 

‘New UAE bankruptcy law to be operational in early 2017’, Gulf News, available 
at: http:// gulfnews.com/business/economy/new-uae-bankruptcy-law-to-be- 

operational-in-early-2017-1.1892150, (accessed: 13/8/2016). 

‘Offline and Falling Behind: Barriers to Internet Adoption’ (2014), McKinsey.com, 
available at: www.mckinsev.com/industries/high-tech/our-insights/offline-and- 
falling-behind-barriers-to-intemet-adoption , (accessed: 5/9/2017). 

‘Ontario interactive digital media tax credit’, Ontario Media Development 
Corporation, available at: wwy.omdc.on.ca/interactive/Tax_Credits/ 

OIDMTC.htm. (accessed: 2/9/2017). 

‘Saudi Aramco launches ‘local content development’ supplier initiative’, Saudi 
Aramco, available at: www.saudiaramco.com/en/home/news-media/news/IKTVA- 
PROGRAM.html . (accessed: 1/9/2017). 

‘Startup city: Outcomes from the co-creation event to redesign city supports for 
enterprise in Dublin’, Dublin City Council, available at: 
www.dublincitv.ie/sites/default/files/content/YourCouncil/ . (accessed: 6/7/2017). 
‘The Skills Gap in the Middle East & North Africa—A Real Problem or a Mere 
Trifle?’, YouGov and Bayt.com, available at: www. 

research.mena.yougov.com/en/skills-gap-middle-east-north-africa, (accessed: 
6/9/2017). 

‘Thomson Reuters Buys Business Information Service Zawya’ (2012), 
Reuters.com, available at: www.reuters.com/article/thomsonreuters-zawva- 
idUSL5E8HP0OC2Q 120625, (accessed: 3/9/2017). 

Aladwani, A. M. (2003) ‘Key Internet Characteristics and E-Commerce issues in 
Arab Countries’, Information Technology and People, 16(1) pp. 9-20. 

Aladwani, A. M. (2003) ‘Key Internet Characteristics and E-commerce Issues in 
Arab Countries’, Information Technology and People, 16(1) pp.9-20. 


160 












Alarcon-del-Amo, M.D.C., Lorenzo-Romero, C. & Gomez-Borja, M.A. (2014) 
‘Cultural Influence on the Adoption of Social Networking Sites’, International 
Journal of Market Research , 58(2) pp.277-300. 

AlGhamdi, R„ Nguyen, J., Nguyen, A. & Drew, S. (2012) ‘Factors Influencing E- 
Coinmerce Adoption by Retailers in Saudi Arabia: A Quantitative Analysis’, 
International Journal of Electronic Commerce Studies, 3(1) pp. 83-100. 
Al-Flazzaa, H. M. (2006) ‘Flealth-Enhancing Physical Activity Among Saudi 
Adults’, Public Health Nutrition, 10(1) pp. 59-64. 

Al-Khalidi, F. (2015) ‘ E-Commerce in the Arab World - The Infographic - The 
payfort blog’, available at: http://www.pavfort.com/blog/ecommerce -arab-world- 
infographic/, (accessed: 2/9/2017). 

Alshehri, M. & Drew, S. (2010) ‘Challenges of E-Govemment Services Adoption 
in Saudi Arabia from an E-ready Citizen Perspective’, World Academy of Science, 
Engineering, and Technology, pp. 1053-1058. 

Al-Shehry, A., Rogerson, S., Fairweather, N. B. & Prior, M. (2006) ‘The 
Motivations for Change Towards E-Govemment Adoption: Case Studies From 
Saudi Arabia’, eGovemment Workshop’06. 

Ayan, N. (2014) ‘Japan’s Recipe Site<jEookpad Acquires Lebanese Counterpart 
Shahiya for $13.5M’, available at: www.webrazzi.com/2014/11/21/japans-recipe- 
site-cookpad-acquires-lebanese-shahiva-for-13-5m . (accessed: 5/9/2017). 

Baek, T.H., Kim, J. & Yu, J.H<(2010) ‘The Differential Roles of Brand Credibility 
and Brand Prestige in Consumer Brand Choice’, Psychology and Marketing, 27(7) 
pp.662-678. 

Baltes-Patrutiu, L. (2015) ‘Content Marketing - the Fundamental Tool of Digital 
Marketing’, Bulletin of the Transilvania University of Brasov, 8(57) pp.l 11-118. 
Baltes-Patrutiu, L. (2016) ‘Inbound Marketing - The Most Important Digital 
Marketing Strategy’, Bulletin of the Transilvania University of Brasov, 9(58) pp.61- 
68 . 

Batra, R. & Keller, K.L. (2016) ‘Integrating Marketing Communications: New 
Findings, New Lessons, and New Ideas’, Journal of Marketing, 80 pp. 122-145. 
Bayler, M. (2012) ‘Digital Has to be Both Consumers’, Market Leader Quarter 3, 
pp.28-30. 

Beall, G. (2016) ‘8 Key Differences Between Gen Z and Millennials’, available at: 
www.huffmgtonpost.com/george-beall/8-kev-differences- 

between b 12814200.html , (accessed: 12/8/2017). 

Bennet, S. (2015) ‘28% of Time Spent Online is Social Networking’, available at: 
www.adweek.com/socialtimes/time-spent-online , (accessed: 20/9/2017). 


161 









Benson-Armer, R., Gast, A. & Van Dam, N. (2016) ‘Learning at the Speed of 
Business’, The McKinsey Quarterly, www.mckinsey.com/business- 
functions/organization/our-insights/leaming-at-the-speed-of-business . 
Benson-Armer, R., Gast, A. & Van Dam, N. (2016) ‘Learning at the Speed of 
Business’, McKinsey Quarterly, available at: www.mckinsev.com/business- 
functions/organization/our-insights/leaming-at-the-speed-of-business , (accessed: 
30/8/2017). 

Bhens, S., Lau, L. & Sarrazin, H. (2016) ‘The New Tech Talent You Need to 
Succeed in Digital’, McKinsey.com, www.mckinsey.com/business- 
functions/digital-mckinsey/our-insights/ the-new-tech-talent-you-need-to-succeed- 
in-digital. 

Bizri, L. (2016) ‘Investments in the MENA Region: The State of Digital 
Investments in MENA Report’, Arabnet, available at: 
news.arabnet.me/investments-in-the-mena-region-the-state-of-digital-investments- 
in-mena-report, (accessed: 24/8/2017). 

Bradley, C., Hirt, M. & Smit, S. (2011) ‘Have You Tested Your Strategy Lately?’, 
McKinsey Quarterly, available at: www.mckinsey.com/business- 

functions/strategy-and-corporate-fmance/our-insights/ have-you-tested-your- 

strategy-lately, (accessed: 23/8/2017). 

Cespedes, F.V. (2015) ‘Is Social Media Actually Helping Your Company’s Bottom 
Line?’, Harvard Business Review Digital Articles, pp.2-5. 

Cheyhayeb, K. (2015) ‘It’s Going tg^e Much Easier to be an SME’—Payfort to 
Acquire White Payments-, Entrepreneur.com, available at: 
www.entrepreneur.com/article/248605 . (accessed: 28/8/2017). 

Chui, M., Manyika, J. & Miremadi, M. (2015) ‘Four Fundamentals of Workforce 
Automation’, McKinsey Quarterly, available at: www.mckinsey.com/business- 
functions/digital-mckinsev/our-insights/four-fundamentals-of-workplace- 

automation . (accessed: 24/8/2017). 

David Ndichu, “Alibaba Cloud eyes regional opportunities,” ITP.net, 20 August 
2016, www.itp. net/608868-alibaba-cloud-eyes-regional-opportunities. 

DeRose, C. (2013) ‘How Google Uses Data to Build a Better Worker’, The Atlantic, 
www.theatlantic.com/business/archive/2013/10/how-google-uses-data-to-build-a- 
better-worker/280347/. 

DeVaney, S. (2015) ‘Understanding the Millennial Generation’, Journal of 
Financial Service Professionals, 69(6) pp.l 1-14. 

Dholakia, U. M., Bagozzi, R. P. & Pearo, L. K. (2004) ‘A Social Influence Model 
of Consumer Participation in Network- and Small-Group-Based Virtual 
Communities’, International Journal of Research in Marketing , 21(3) pp.241-263. 


162 










Dlodlo, N. & Mahlangu, H.B. (2013) ‘Usage of Mobile Devices for Recreation 
Among the Millennial Generation’, African Journal for Physical, Health 
Education, Recreation and Dance, 19(4:2) pp.874-890. 

Eid, M. I. (2011) ‘Determinants of E-Commerce Customer Satisfaction, Trust, and 
Loyalty in Saudi Arabia’, Journal of Electronic Commerce Research, 12(1) pp. 78- 
93. 

For more infonnation of these five trends in digitizing construction and capital 
projects, see Rajat Agarwal, Shankar Chandrasekaran, and Mukund Sridhar, 
“Imagining construction’s digital future”, McKinsey.com, June 2016, 
www.mckinsey.com/industries/capital-proiects-and-infrastructure/our- 

insights/imagining-constructions-digital-future . 

Geoffrey G. Parker, Marshall W. Van Alstyne, and Sangeet Paul Choudary, 
Platfonn Revolution: How Networked Markets Are Transforming the Economy- 
and How to Make Them Work for You (New York: W.W. Norton & Company, 
2016). 

Haddad, C. (2015) ‘Why Some 13-Year-Olds Check Social Media 100 Times a 
Day’, available at: www.edition.cnn.com/2015/10/05/health/being-13-teens-social- 
media-studv/index.html , (accessed: 13/3/2017). 

Hanif, N. & Pennington, R. (2016) ‘Curriculum Reforms Will Position the UAE 
Well for the Future, available at: www.thenational.ae/uae/curriculum-reforms-will- 
position-the-uae-well-for-the-future-expeits-say . (accessed: 25/8/2017). 

Hetsroni, A. & Guldin, D.A. (2017) ‘Revealing Images as Facebook Profile 
Pictures: Influences of Demographics and Relationship Status’, Social Behavior 
and Personality, 45(6) pp.987-998. 

Hijazi, N. (2014) ‘Online Shopping on the Rise in Saudi Arabia: MasterCard Survey 
Middle East/ Africa Hub, available at: www.newsroom.mastercard.com/mea/press- 
releases/online-shopping-on-the-rise-in-saudi-arabia-mastercard-survev , 

(accessed: 5/5/2017). 

Holt, D. (2016) ‘Branding in the Age of Social Media’, Harvard Business Review, 
pp.40-50. 

Hooper, V. & Zhou, Y. (2007) ‘Addictive, Dependent, Compulsive? A Study of 
Mobile Phone Usage’, Conference Proceedings of the 20"' Bled eConference e- 
Mergence: Merging and Emerging Technologies, Processes, and Institutions held 
in Bled, Slovenia. 

http://deadline.com/2016/01/ces-netflix-reed-hastings-keynote-1201676799/ 

http://saudigazette.com.sa/life/netflixs-fuller-house-nostalgia-millennials-saudi- 

arabia/ : Netflix’s Fuller House: Nostalgia for Millennials of Saudi Arabia 
http://www.americandiabetesadvocates.org/ 


163 














http://www.businessinsider.com/netflix-subscriber-growth-stems-from- 

intemational-expansion-2016-4 

http://www.convinceandconvert.com/social-media-case-studies/whv-gamification 

works-how-brands-are-marketing-with-fim/ 

http://www.emarketer.com/Article/How-Marketers-Use-Social-Promote- 

Events/1012117/7#sthash.bTNMvl IN.dpuf 

http://www.historv.com/topics/babv-boomers 

http://www.huffingtonpost.com/christine-henseler/millennials-and-boomers- 

generation-x b 5253931.html 

http://www.itu.int/en/ITU-D/Statistics/Pages/publications/wtid.aspx 

http://www.iust-drinks.com/analvsis/research-in-focus-how-can-100-iuice-stay- 

strong-in-the-gulf-states idl 14857.aspx 

http://www.moh.gov.sa/en/HealtliAwareness/Campaigns/badana/Pages/default.asp 


http://www.pavfort.eom/blog/2016/04/17/infographic-the-shift-in-online-grocerv- 

shopping-in-ksa/ 

http://www.theguardian.com/media-network/media-network 

blog/2012/aug/15/online-market-research-gamification 

https://managementisaioumev.com/fascinating-numbers-15-influential-events- 

that-shaped-generation-x/ 

Huang, Z. & Benyoucef, M. (2013) ‘From E-Commerce to Social Commerce: A 
Close Look at Design Features’, Electronic Commerce Research and Applications, 
12(4) pp.246-259. 

Hubbard, B. (2015) ‘Social Arabia’, The New York Times Upfront, pp. 8-11. 
Isenberg, D. (2010) ‘The big idea: How to start an entrepreneurial revolution’, 
Harvard Business Review, available at: www.hbr.org/2010/06/the-big-idea-how-to- 
start-an-entrepreneurial-revolution , (accessed: 5/8/2017). 

IT spending includes internal services, software, IT services, telecom services, 
devices, and data centre systems. Source: Enterprise IT Spending by Vertical 
Industry Market, Worldwide, 2014-2020, Gartner 2016 

John, L.K., Mochon, D., Emrich, O. & Schwartz, J. (2017) ‘What is The Value of a 
Like?’, Harvard Business Review, pp.108-115 

Kamel, S. & Schroeder, C. M. (2016) ‘Youth, tech, and entrepreneurship: 
Unlocking the Middle East’s economic potential’, The Atlantic Council, available 
at: www.atlanticcouncil.org/events/ webcasts/youth-tech-and-entrepreneurship- 
unlocking-the-middle-east-s-economic-potential, (accessed: 1/6/2017). 

Kaplan, A. M. (2011) ‘If You Love Something, Let it Go Mobile: Mobile Marketing 
and Mobile Social Media 4*4’, Business Horizons, 93(8) pp. 1-11. 


164 





















Kiefer, B. (2015) ‘Social Prompts Culture Change’, available at: www.prweek.com 
, (accessed: 18/9/2017). 

Kim, Y., Kang, M., Choi, S. M. & Sung, Y. (2016) ‘To Click or Not to Click? 
Investigating Antecedents of Advertisement Clicking on Facebook’, Social 
Behavior and Personality, 44(4) pp. 657-668. 

Kumar, V. (2015) ‘Social Media Marketing Trends’, International Research 
Journal of Management & Humanity’ 6(3) pp.318-323. 

Lam, S. K., Aheame, M., Flu, Y. & Schillewaert, N. (2010) ‘Resistance to Brand 
Switching When a Radically New Brand is Introduced: A Social Identity Theory 
Perspective, Journal of Marketing, 14 pp. 128-146. 

Lee, D., Kim, H. S. & Kim, J. K. (2011) ‘The Impact of Online Brand Community 
Type on Consumer's Community Engagement Behaviors: Consumer-Created vs. 
Marketer-Created Online Brand Community in Online Social-Networking Web 
Sites, Cyber psychology, Behavior, and Social Networking, 14(1-2) pp.59-63. 
Lund, S., James, S. L. & Robinson, K. (2016) ‘Managing Talent in a Digital Age’, 
McKinsey Quarterly, available at: www.mckinsev.com/industries/high-tech/our- 
insights/managing-talent-in-a-digital-age , (accessed: 28/8/2017) 

Madrigal, R. (2001) ‘Social Identity/Effects in a Belief-Attitude-Intentions 
Hierarchy: Implications for Corporate Sponsorship’, Psychology & Marketing, 18 
pp.145-165. 

Makki, E. & Chang, L. C. (2015) ‘Understanding the Effects of Social Media and 
Mobile Usage on E-Commerce: An Exploratory Study in Saudi Arabia’, 
International Management Review, 11(2) pp. 98-109. 

Manyika, J. (2013) ‘Open Data: Unlocking Innovation and Perfonnance with 
Liquid Information, MGI, available at: www.mckinsev.com/business- 
functions/digital-mckinsev/our-insights/open-data-unlocking-innovation-and- 

performance-with-liquid-information . (accessed: 4/9/2017). 

Manyika, J., Lund, S., Robinson, K., Valentino, J. & Dobbs, R. (2015) ‘Connecting 
Talent with Opportunity in the Digital Age’, www.mckinsey.com/global- 
themes/employment-and-growth/connecting-talent-with-opportunity-in-the- 

digital-age . 

Markovitch, S. & Willmott, P. (2014) ‘Accelerating the Digitization of Business 
Processes’, McKinsey. com, available at: www.mckinsev.com/business- 
functions/digital-mckinsev/our-insights/accelerating-the-digitization-of-business- 

processes , (accessed: 24/8/2017). 

Mottola, G. R. (2014) ‘The Financial Capability of Young Adults - A Generational 
View’, Insights: Financial Capabilities 


165 














Murray, D. (2010) ‘Boosting Social Media Traffic: Who Goes Ther sV, Franchising 
World, pp. 15-18. 

Next-generation 5-D considers a project’s cost and schedule in addition to the 
standard spacial design parameters in 3-D. 

Olanrewaju, T. & Willmott, P. (2013) ‘Finding Your Digital Sweet Spot’, Me Kinsey 
Quarterly, available at: www.mckinsev.com/business-functions/digital- 

mckinsev/our-insights/finding-your-digital-sweet-spot , (accessed: 26/8/2017). 
Orzan, G., Platon, O.E., Stefanescu, C.D. & Orzan, M. (2016) ‘Conceptual Model 
Regarding the Influence of Social Media Marketing Communication on Brand 
Trust, Brand Affect, and Brand Loyalty’, Economic Computation and Economic 
Cybernetics Studies and Research, 50(1) pp.141-156. 

Papadimitriou, O. (2015) ‘Where Does Apple Pay Stand on its First Birthday?’, 
Tech Crunch, available at: techcrunch.com/2015/10/17/where-does-apple-pay- 
stand-on-its-first-birthday, (accessed: 3/9/2017). 

Popkin, H. A. S. (2012) ‘We Spent 230,060 years on Social Media in One Month’, 
available at: www.cnbc.com/id/100275798 , (accessed: 4/6/2017). 

Population break down: http://www.countrymeters.info/en/Saudi_Arabia 
population 

Powers, T., Advincula, D., Austin, M.S., Grades. & Snyder, J. (2012) ‘Digital 
and Social Media in the Purchase Decision Process’, Journal of Advertising 
Research, pp.479-489. 

PricewaterhouseCoopers MoneyTree Report, www.pwcmoneytree.com. 

Robb, M. (2015) ‘Tweens, Teens, and Screens: What Our New Research Uncovers’, 
Common Sense Media, available at: www.commonsensemedia.org/blog/tweens- 
teens-and-screens-what-our-new-research-uncovers . (accessed: 1/4/2017). 

Sidani, J. E. (2016) ‘The Association Between Social Media Use and Eating 
Concerns Among US Young Adults’, Journal of the Academy of Nutrition and 
Dietetics, available at: www.andinil.org/article/S2212-2672(16)30110-1/abstract , 
(accessed: 1/9/2017). 

Smith, FI. (2009) ‘Building Social Media Platfonns for Growing Brands’, Global 
Cosmetic Industry Magazine, pp. 26-28. 

SpoonFed Fitness 

https://www.facebook.eom/spoonfedfitness/photos/a.218017138217368.62962.18 

5396811479401/1176284882390584 

Springer, R. (2015) ‘Video Vanguards: Marketing with the Web’s Elite 
Entertainers’, available at: www.econtentmag.com , (accessed: 23/8/2017). 


166 











Susan, L., James, M. & Kelsey, R. (2016) ‘Managing Talent in a Digital Age’, 
McKinsey Quarterly, www.mckinsey.com/industries/high-tech/our- 

insights/managing-talent-in-a-digital-age . 

Sutton, M. (2015) ‘Dubai Smart Government Signs Deal for Smart Payments’, 
available at: www.itp.net/605888-dubai-smart-govemment-signs-deal-for-smart- 
payments , (accessed: 3/9/2017). 

Taylor, D. (2017) ‘Rebooting Brand Strategy for the Digital Age’, Market Leader, 
Quarter 1 pp. 20-24. 

Tech Nation 2016: Transfonning UK Industries, TechCityUK and Nesta, 
www.techcityuk.com/wp-content/ uploads/2016/02/Tech-Nation-2016_FINAL- 
ONLINE-l.pdf. 

Todor, R.D. (2016) ‘Blending Traditional and Digital Marketing’, Bulletin of the 
Transilvania University of Brasov Series V: Economic Sciences , 9(58) pp.51-56. 
VanderArk, T. & Schneider, C. (2016) ‘How Digital Learning Contributes to 
Deeper Learning’, available at: net.educause.edu/ir/library/pdl/CSD6152a.pdf, 
(accessed: 7/9/2017). 

Vogel, A. (2016) ‘How Social Media Influences the Food/Nutrition Message’, 
IDEA fitness Journal, pp.14-19. 

Wallace, E., Buil, I., De-Chematody/ L. & Hogan, M. (2014) ‘Who “likes” 
You... and Why? A Typology of Facebook Fans’, Journal of Advertising Research, 
54(1) pp.92-109. 

Wang, T. (2017) ‘Social Identity Dimensions and Consumer Behavior in Social 
Media’, Asia Pacific Management Review, (22) pp.45-51. 

Wani, P.S., Pawar, BlV. & Gupta, R.H. (2016) ‘Impact of Digital Social Media On 
Advertising’, International Journal of Advancement in Social Science and 
Humanity, 1(2) pp.25-32. 

Winterfeldt, B. J. (2012) ‘Building Your Brand Through Social Media’, The 
Computer and Internet Lawyer, 29(2) pp. 22-31. 
www.3m.com/3M/en US/sustainability-report/global.../education-and- 

development/ . 

www.mckinsey.de/files/131007 pm berlin builds businesses.pdf . 

www.thedigitalhub.com . 

Yuki, T. (2015) ‘What Makes Brands’ Social Content Shareable on Facebook?’, 
Journal of Advertising Research, pp.458-470. 


167 












< 


S' 






o 



I want morebooks! 


cr 

Buy your books fast and straightforward online - at one of the world's 
fastest growing online book stores! Environmentally sound due to 
Print-on-Demand technologies. 


Buy your books online at 


www.get-morebooks.com 


Kaufen Sie Ihre Bucher schnell und unkompliziert online - auf einer der am 
schnellsten wachsenden Buchhandelsplattformen weltweit! 

Dank Print-On-Demand umwelt- und ressourcenschonend produziert. 

Bucher schneller online kaufen 

www.morebooks.de 


OmniScriptum Marketing DEU GmbH 



Bahnhofstr. 28 



D - 66111 Saarbriicken 

info@omniscriptum.com 

Scriptum 

Telefax:+49 681 93 81 567-9 

www.omniscriptum.com 









< 


S' 






o 




< 


S' 






o 




< 


S' 






o 


